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SMART NEW 


All of the Foot Saver Gypsies 
shown here are carried in 
Stock for immediate shipment. 


FERNWOOD 


Stock No. A-332. Black Kid, 
Patent Trim. Foor Saver 


LAURETTE 


Stock No. B-344. Black Suede, Suortsack Last, No. 255. 15/8 
Baby Ganges Lizard Trim. Cuban Patent Celluloid Heel, 
Foor Saver Suortsack Last, $6.25 


No. 286. 16/8 Cuban Ganges 
Lizard Covered Heel, $6.25 


BASIC 
A Prescription Model. Stock No. 
B-212, Black Kid. 12 1/2/8 
Leather Heel, Rubber Top Lift, 
$6.25 

Stock No. B-282. White Kid. 
12 1/2/8 Covered Cuban Heel, 
Rubber Top Lift, $6.25 


JANELLA 


BARCLAY S No. A-326. Black Kid, Foor Saver SuHortsack RX 
Patent Trim. Foor Saver Last N This La 
Stock No. B-333, Blue Kid, Suortsack Last, No. 280. 17/8 Ne. 208. > aa and 
$5.85 Cuban Patent Covered Heel have been 
developed for Bunion Feet. 


Stock No. B-335, Brown Kid $6.25 


Stock No. B-336, Black Kid *SHORTBACK 


SAVER SHOES 


#Reg. U.S. Pat. OF. COLUMBUS, OHIO 
Junior Foot Saver Shoes are made by J. Edwards & Co., Philadelphia 
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‘J ACK SANDLER, president of A. 
Sandler Company, Boston sport 
shoe house, says: 

“Skiing is becoming a family 
affair in this country, as it has been 
in Europe for many generations. 


This is proven by the increase in 
our sales of women’s ski boots and 
the beginning of a demand for ski 
boots small enough to be worn by 
children five and six years old. In- 
cidentally, the increase in the de- 
mand for women’s ski boots is 
greater than the increase in demand 
for similar footwear for men. The 
answer is that it was the men in this 
country who first learned to enjoy 
this sport. Later, they were accom- 
panied by their wives, who looked 
pretty nice in snow suits and boots 
but who, when they decided to emu- 
late their husbands, found they 
couldn’t make much progress on a 
pair of skis unless they had the real 
thing in boots. Now the whole 
family is beginning to take it up, 
and this applies to every part of the 


country in which this Winter sport 
is enjoyed.” 


ALFRED VAMOS, commenting on 
the movement to exalt American de- 
sign, says: 

“Not talent alone gave Paris the 
prestige and dependence of the 
world of fashion. Let’s be practical 
about it. Paris was able to com- 
mand a broader avenue in money as 
a reward for its design creations. 
Remember, the designer in Paris had 
a wider field for the sale of his 
ideas. All the world—Australia, the 
Argentine, America, Sweden and 
everywhere else, including the 
Orient—came to Paris for models 
that would appeal to customers at 
home. With such an extensive mar- 
ket, the designer made more money 
and lived and worked on a scale 
that indicated money-making suc- 
cess. 

“If we are to have American de- 
sign, we must reorganize our think- 
ing. The names of American de- 
signers must be given an appeal 
formerly possessed by foreign 
names. We must develop a loyalty 
to our own and an appreciation of 
the value of design. In this connec- 
tion may I say that buying a sketch 
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for a few dollars (or a pull-over for 
a few additional dollars) after seed- 
ing, selecting and culling through a 
lot of designs, is not the way to 
build dependence upon American 
designers and idea creators. 


Two BUCKS 


“Remember, the designer here 
must live on the limited market of 
the American quality field. He 
hasn’t the quality markets of the 
world as yet. If we can encourage 
the world to come to America for 
its new freedom of design, we will 
be doing much to increase the arts 
and satisfactions that come through 
good style in shoes.” 


* 


THIS week marks the twentieth an- 
niversary of the founding of the 
Ansonia DeLuxe Shoe Shops, Inc., 
by Abraham Unger, president. Mr. 
Unger says: “Make no mistake about 
it—the public is as keen as the mer- 
chant. Meet its exacting require- 
ments and let it know through dis- 
play and advertising that you are 
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meeting its requirements—that is 
the only business theory I recog- 
nize.” 

Mr. Unger started the first An- 
sonia Shop back in 1920 in a tiny 
seven-foot front store on lower 
Sixth Avenue. Because he felt that 
his style ideas could only be executed 
in higher-priced shoes, his prices 
ran from $12 to $20. When the fine 
ladies from Fifth Avenue began to 
beat a limousine track to the door 
of this little shop, it merely con- 
firmed his own confidence in his 
ability to sense and create fashions 
and to have his ideas carried out in 
quality shoes. And though the little 
shop soon grew into a big shop, he 
was far from being satisfied. In 
1924 he conceived the idea that if 
through the use of newspaper and 


periodical advertising he could at- 
tain a sufficient volume of business, 
he could bring the price of his shoes 
down to a popular figure without 
sacrificing quality and exacting 
workmanship. 

It was in that year that he in- 
augurated the single price, $5.98 
retailer and it was in that year that 
he started a newspaper and periodi- 
cal advertising program which he 
has continued without halt up to the 
present time. 

Some 225 employees are plan- 
ning a large party in honor of 
“A. U.” as he is affectionately 
known. 


ED. C. WHITE of William Vejans, 
Jacksonville, Texas, says: 

“Novelty shoe business is a fast, 
fascinating game. Therefore, if a 
shoe stays on your shelf too long. 
you must slash it before it is ‘dated, 
in order to make room for the newer 
styles that are constantly being put 
on the market. Novelty shoes are 
what I consider the action quick 
turn-over field of $3, $4, $5. 
I feel that today, through observa- 
tion, Mrs. Average Woman wants a 
pair of shoes for every ensemble. 
Thus, if novelty shoes, spoken of as 


—As one of the founders of the Forty 
Plus Clubs, an organization that 
has dedicated its services to help 
find employment for business men 
over f years of age who un- 
fortunately find — out 
of employment, | have oppor- 
tunity to study many individual 
“experience sheets.” 

—These sheets are prepared to show 
the past business history of each 
man, salary earned, and such like 
information. 

—lt's surprising to discover how 
many men work up to the $5,000 
income mark and then begin to 


slip. 

—I'm wondering if this trend isn't of 
their own making. 

—In other words, I'm assuming that 
most men set an income goal for 
themselves in early business life 
and then strive to attain that goal. 

—A five thousand dollar income 
seems to be the ambition of most 
young men. 

—But when that goal has been 
reached isn't it possible that they 
say “Well, we have arrived" and 
then lay back on their oars? 

—At least that's the impression | get 
from studying sheets that show the 
$5,000 ceiling — and then the 
drop. 

—Ambition is the impelling force of 
individual and national growth, 
and when ambition is satisfied, it's 
a safe bet that growth stops. 

—"The Sky's the Limit" is a good 
target to aim at, and then, no 
matter what income figure you 
reach, there's always room for a 
little bit more. 


President 


‘dangerous foot millinery,’ are 
bought right and fit properly, they 
will sell themselves. Consequently, 
style plus fit equals more sales for 
the novelty shoe merchant.” 
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FROM the French capital at Vichy 
comes the report (the authenticity 
of this news is not verified as dis- 
patches are subject to censorship) : 
“The French national shoe will go 
on sale in September. This is a 
standard shoe, manufactured in 
eight styles and when present stocks 
are sold in stores, will be the only 
footwear permitted on the market. 
The purpose is to cut down manu- 
facturing costs, reduce retail prices 
and speed up production. A huge 
supply of shoes and civilian clothes 
are needed for the soldiers being 
demobilized by the millions.” 
* 
CARL FLIESBACH, manager of 


Walk-Over shoe stores in the 
Chicago area, says: 


@ OLD 
BLACK SHoes WADBYA THINK AM= AN OLE 


“The old adage of ‘Like father, 
like son’ is reversed today. For 
father copies son rather than son 
copies father when it comes to cur- 
rent men’s fashions. A good many 
fathers, afraid of being called the 
old man literally, have cast ap- 
praising eyes over their high school, 
college, and young business men 
sons’ wardrobes and dress pretty 
much as they do. They choose just 
about the same type of slack suits, 
the same tweeds, the same two-tone 
combinations in jacket and trousers, 
the same sports attire. Consequently 
there isn’t much of an age limit any 
more for customers of men’s shoes, 
a trend which accounts for the in- 
creasing demand for sport shoes 
and novelties. The vast majority of 
men, even many older ones, are no 
longer satisfied with conservative 
black shoes. They want modern cut 
brown ones, combinations, antiqued 
leathers, flexible soles, perforations, 
wedge-shaped heels, play shoes, and 
novelties of all types.” 


N. MIZRACHI, president of the 
Family Shoe Corporation, has 
moved his export business over to 
15 East 22nd Street, New York City 
to get ready for the expansion in the 
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sale of shoes, rubbers and slippers 
into Central America. For a dozen 
years or more he has done a tidy 
business with Panama, Porto Rico, 
Virgin Islands and the Central 
American countries and has found 


that whites are salable the year 
‘round. Now that sandals are more 
colorful, the field for export grows 
and expands. Keenly interested in 
the commercial friendship and co- 
operation of South American coun- 
tries, with us, he serves as a center 


for progress in that direction. 
* * 


WILLIAM R. KUHN, editor of 
Banking, official journal of the 
American Bankers Association, says 
in his survey for Fall: 

“Last September industry was too 
optimistic and now perhaps it is not 
optimistic enough. One obvious 
reason is a realization that the gov- 
ernment is under the painful neces- 
sity of taxing the hide off business 
in order to pay the rearmament bill. 

“In this respect our whole posi- 
tion is quite different from our pre- 
vious experience with defense spend- 
ing some 20 years ago. At that time 
there was no debt limit to worry 
about, the treasury could borrow 
money with an easy conscience and 
public opinion was tolerant of large 
profits. There is much likelihood 
today that profits will be severely 
curtailed and that defense taxes will 
get the lion’s share of what is left.” 


PERCY WILSON, manager of the 
Merchandise Mart, Chicago, stated 
at the Fall and Winter style preview 
presented by the tenants of the 
building: 

“Up to the minute, the effect of 
American creative genius, so neces- 
sary to America’s present oppor- 
tunity is stifled by a false sense of 
cynicism. Imported products, styled 
with the atmosphere of a foreign 
culture such as Finnish ruggedness, 
Norwegian peasantry, or Czecho- 
Slovakian village life is no longer 
accepted at its face value because of 
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the complex elements and con- 
fusions represented. American 
thought still overlooks the new epoch 
of American opportunity to express 
the oldest political culture in the 
modern world. American contem- 
porary life draws upon the wealth 
of 160 years of development and 
maintenance of a political unity and 
standard of living which has no 
counterpart in the world of today. 
We should now realize that we are 
no longer one of the world’s infant 


peoples but today the oldest gov- 
ernment on earth—and should style 
and promote as well.” 

* 
FF. EUGENE ACKERMAN, who 
you may remember once spoke at 
the National Styles Conference on 
the subject of “Quality First” and 
who was former vice-president of 
Julius Forstmann Corporation, is 
now temporary president of the 
American Council of Style and De- 
sign, Inc. Tentative plans for the 
new body are as follows: 


“(1) To establish in New York 


“(2) 


City the design, fashion and 
style center of the world 
under the supervision of the 
American Council of Style 
and Design. 

To protect impartially, so 
far as possible, originality in 
design, fashion and style at 


least possible cost by volun- 
tary, cooperative efforts on the 
part of the designer, manu- 
facturer, distributor, labor 
and the consumer. Wherever 
existing laws are not suffi- 
cient, to cure such defects by 
suggesting and _ sponsoring 
new laws or amendments to 
existing laws. 


“(3) To act as a clearing house of 


“(4) 


information on the subject of 
style, design and fashion in 
the Americas, and to serve as 
a forum where all questions 
on these subjects may be dis- 
cussed. 

To promote public apprecia- 
tion of American design; to 
establish the trade name 
*‘ACSAD’ as the symbol of 
American creativeness and in- 
genuity, and under the super- 
vision of the council to estab- 
lish through the democratic 
process of majority choice 
the style trends of succeeding 
seasons.” 


"You may think Joe's stuck up, but really he has been stocking the higher shelves 
all week." 
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NEW IMPORTANCE 
As The World’s Fashion Center 
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President, ATER Shoe 
S, Retailers Association 


Topie of Current Interest to 
Shoe and Apparel Trades to 
Be Discussed from Various 
Viewpoints by Prominent 
Style Authorities at N.S.R.A. 
Style Conference, to Be Held 
at the Waldorf Astoria, New 
York, September 16 and 17, 
1940 


L. E. LANGSTON 


Executive Vice-President, National 
Shoe Retailers Association 


BY THE FasHfoN 


THE| SHoe Manuracrurer’s Point or View We shoul@now real at we are no lo 
iller, President of I. Miller Sons’ .- world’s\in at cies but today the oldes 
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"THE future of America as a center for creative design- 
cr ing and style origination is, in particular, a subject 
| which is receiving widespread attention at the present 
time, and one which is of very great interest to shoe re- 
tailers and buyers who will attend the style conference, 
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LET’S SELL 
DANCING SHOES 


CoMES Fall, and mothers all over the country flock to 
dancing schools to enroll their young sons and daughters. 
Dancing in all its forms is gaining increasing recog- 
nition as a necessary basis for poise and grace, with the 
result that children in ever-growing numbers are filling 
dance studios. Some of them go on to become profes- 
sionals; others study for a few years only. It is esti- 
mated that, exclusive of social dancing, there are 1000 
dance studios in the United States, each with a minimum 
of 100 pupils. 

That’s a lot of dancers—and it represents a lot of 
dancing shoes. Each pupil, serious about his or her 


dancing, is a potential customer for three or four pairs 
of dancing shoes a year; those who become professional, 
on an average of two pairs a week when they are per- 
forming. Here is a market, virtually untouched by the 
shoe retailer, so far as active promotion is concerned. 

Why not do something about it? Dancing shoes have 
been neglected by most shoe merchants—not because 
of any great difficulty in promoting them or in merchan- 
dising them—but because of a tendency to stock a few 
pairs of each basic type and then to forget about them. 
Stores carry them over from season to season, taking 
them off the shelves only when they are specifically de- 
manded by the customer. 


THE very reason for this lack of action—the fact that 
there is little change in style from year to year in the 
basic types of dancing shoes (toe, ballet, tap, acrobatic) 
—can be put to great advantage by the shoe retailer who 
carries a stock of dancing shoes and promotes them. The 
shoe man has little fear of losing sales because of ob- 

[TURN TO PAGE 37, PLEASE] 
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Wake Up, Mr. Shoe Retailer. and Build Yourself a Business on 


Dancing Shoes. America and Particularly Young America. is Dance- 


Mad, So Cut Yourself a Nice Slice of the Profits to be Made in this Field 


by ANNE DAVID 
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he Left—Three of the types 
you'll sell for social danc- 
ing. Clockwise, starting 

ve lower left—Black patent 

_ and elasticized suede stepin 
with simulated bow and nov- 

an- elty heel—Roberts, Johnson 

ew & Rand Shoe Co.; Classic 
black patent one-strap pump, 

the staple party shoe—Kali- 

ing steniks from Gilbert Shoe 
Co.; Black patent gored 

de- stepin with a perky bow and 
perforated saddle—V irginia 

Shoe Co. 
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Left: Five shoes for the 
serious dancer. Clockwise, 
starting lower left—Tap 
slipper in black patent with 
huge satin bow— Owens 
Shoe Co.; Barefoot sandal 
wat in grey from Brooks Shoe 
3 Mfg. Co.; White kid soft toe 
ballet slipper—S. Capezio, 
Inc.; Regulation pink satin 
toe slipper from American 
Toe Shoe Co.; Black patent 
tap shoe with grosgrain bow 
complete with taps both at 
heel and toe—Selvan & Sons. 


BEST SELLERS 


Types that Should Sell from Now to 

Rew Year's Include Variety of Leather 

Surfaces and Interesting Treatments 

in Pumps and Stepins. The Continu- 

ance of Masculine and Soft Casual 
Types Should Be Noted 


ASK any half dozen manufacturers of women’s shoes 
what leather or material will follow suedes for later Fall 
and Winter, then add up their answers and you will get 
something like this. “Calf, alligator calf, kidskin, some 
crushed and grained leathers, probably a little fabric 
with leather, perhaps a little patent and suede, more 
suede. Some of them give a very emphatic answer, 
“Suede,” they say, “is what will follow suede.” 

And they show an attractive line of suedes, combined 
with smooth leathers or reptile grains in pipings, bind- 
ings, lacings, underlays and other small areas of con- 
trasting leathers. In one collection we saw a button of 
alligator calf used to lighten an all black suede shoe. It 
was an effective and individual treatment. 

We cannot say too much in praise of the pump trim- 
mings. Bows are still good but folded or rolled tongues 
are replacing bows to a certain extent, especially in the 
more tailored types. They give a softer look to these 
shoes which is all in the trend for softly tailored clothes 
for town wear. (This is quite apart from the strong 
masculine trend in sport clothes; including shoes.) 

Of course, the most-discussed single topic among the 
trade this Fall has been Vinylite. Nearly everybody has 
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ireat pump is one of these, with Vinylite in side in- 
s, bow trimming and, sometimes, the area in front of 
bow. The next most popular pattern is the high 
pin with V-shaped insert forming a collar trimming. 
all-over shoes are shown, but not many. 
‘ovelty heels, by and large, are very unimportant. 
manufacturers expect to continue making carved 
heels. One or two high style manufacturers 
y the heavy “peasant” heel again. It continues to 
smart and unusual. Wedges—whole or modified— 
inue in casual types. Platform soles are in the pic- 
for high-heeled types, as well as low with wedge 


street and dressy shoes interest centers on the vamp. 
moccasin treatment seems to be as popular as ever 
i types, the answer being that it is very flattering 

foot. 
alled lasts continue strong. Combined with apron 
lays, moccasin toes or mudguard trimmings, they go 
unnoticed in many patterns. The return of a 
ted toe is noteworthy in one very high style pump. 
[TURN TO PAGE 37, PLEASE] 
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310 
12,710 
15,500 29,330 
26,940 61,084 
51,550 126,447 
65,120 153,574 
68,339 173,811 
57,237 147,123 
41,000 110,419 
20,410 76,738 
16,520 51,580 

7,710 28,340 
4,450 17,194 
1,430 4,610 
1,500 6,730 


382,706 1,000,000 


ence with the first draft may result in a change of the size center for subsequent purchases. 
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Cavalrymen, like the troop shown below 
from the 104th Regiment, 22d Cavalry 
Division of Pennsylvania, require a lot 
of leather equipment, both for horses and 
But in modern warfare, tanks 
and motorized units are to a large ex- 
tent taking the place of the cavalry of 


“Tramp, tramp, tramp,” the boys will be march- 
ing away to training camps and every soldier is 
entitled to receive two pairs of heavy service 
shoes, as well as a pair of garrison shoes for “dress- 
up” occasions. Modern military training involves 
more mechanization and less marching, however, 
so shoe men are wondering what differences, if 
any, the use of mobile units and specialized groups 
may bring about in types of footwear required. 
Left, men of 114th Infantry march back to camp 
from night maneuvers and pass resting anti-tank 
platoon of 113th near Heuvelton, N. Y. Right, 
Mobile unit of 108th Field Artillery, Pennsylvania 
National Guard. 


WITH the opening, on August 27, of bids for 1,000,000 pairs of army service 
shoes, thus bringing to approximately 2,000,000 pairs the total of such purchases 
made between the latter part of March and Labor Day, the shoe industry once 
again finds itself an integral and extremely important segment of the National 
Defense program—and not unnaturally wonders what the net result will be in 
terms of the industry’s economy. 

That is a question, of course, to which only a half-answer can be given be- 
cause not all the facts are available. The other half must depend to some extent, 
at least, on calculations mixed with pure guess. The facts which are known are 
these: 

The standing army of the United States is about 280,000 men which includes 
11,544 officers. Congress has authorized an increase in its size, by enlistment, to 
400,000. Actual army plans, as published to date, however, contemplate an in- 
crease to only about 375,000. Then there is the National Guard which numbers 
today about 225,000 men, with perhaps 25 to 30 per cent of this number not 
available for continuous military service because of failure to meet physical re- 
quirements or because of dependents. This would indicate what might be called 
an initial army of about 500,000 men. 

But how about conscription? 

The army isn’t talking but it is understood that, in building up an army under 
conscription, present plans are that 400,000 men will be called this Fall. The 
[Turn TO PAGE 30, PLEASE] 
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STYLE is a word that is almost battered to death— 
for it means everything and anything. It is almost 
a companion word to the word service, which is usually 
one thing in words and another in deeds. 

Can’t you hear the thumping of the drums of style in 
every division of apparel on a new American note? 
Style at last is to become American—because Paris 
has fallen from grace. We will live to learn whether 
the same vitality that made Paris internationally a liv- 
ing force in fashion can be picked up in Vichy or 
translated to New York—where freedom of ideas has 
a chance to live and grow in the enthusiasms of a people 
hungry for the newest things. 

There may be an American flavor to fashion that will 
spread the world over, because we are growing up as 
a nation and can see our way a little more clearly. 
For years and years we leaned on Paris because the 
mode of life that existed there was encouraging to the 
growth and development of design, color and costum- 
ing. Paris had almost a birthright in the conception 
of fashion in clothes and footwear and it is hard to 
believe that it has been destroyed in a day. Forty 
thousand French designers have temporarily lost their 
usefulness. Those who can get into the United States 
can find a fertile field for their imaginative forecasts 
in line, design and color. The artist wants to live. 

There is one important note that we would like to 
thump on this subject of American style. Let us know 
what we are styling and why! Here’s a nugget of pure 
gold from the styling experience of an amazingly suc- 
cessful American woman, Mary Lewis. She says: “Our 
clothes must reflect the life of our times and fit the 
work we do or the sports we go in for. We insist upon 
being comfortably and appropriately attired — not 
dressed as dolls.” 

We are fortunate in the shoe industry to have an 
instrument of planned study of fashion trends in the 
National Styles Conference, to be held in New York 
September 16 and 17. It may be a difficult time to 
- predict anything—because nothing is as false as yester- 
day’s news and nothing so unpredictable as tomorrow’s 
action. Yet style must go on—vitalizing trade. We live 
today in the fastest changing period in all human his- 


Time for a New Self-Starter 
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tory. This thing we know: “A wise man changes his 
mind. A fool never.” And the quotation comes from 
the historical Chinese—to which we add the quotation 
from the Greek: “Change is the only changeless thing 
in the universe.” 

You will get at the Styles Conference—a new mental 
alertness which comes out of the need of the day for 
just that. We think the meeting will serve the purpose 
of a self-starter . . . starting you thinking down the 
line of good style, good American design, when to 
plan and promote the sale of shoes for the next few 
months. The Committees will stake out a few posts 
along the road of fashion, saying: “These things have 
every possibility . . . (subject to change) .” 

Certainly, we are better off in the shoe trade to have 
a meeting where we think and plan for a season ahead 
—than to just aimlessly drift into the season, without 
any concerted interest therein. In a time of change, 
the counsel of other men is helpful. Looking at the 
records it would seem that shoe men have bought ap- 
proximately 10% less than they did a year ago and 
that the strange brand of August weather served to 
start the Fall season early. It now appears that retail- 
ing has been 10% better, in the main, than it was a 
year ago this time. Putting two and two together, and 
providing we remain at peace, there is business in the 
making and it is well to get together to talk it over. 

Every new season we try to figure out “who’s it”— 
the man who is “carrying the load” this time is the 
shoe manufacturer and a friend of mine puts it this 
way: “The shoe manufacturer is now in three differ- 
ent types of business; the tanning business, since he 
has to contract for his leather in advance and take his 
chances on needing it or not; in the shoe manufac- 
turing business with its labor and production problems; 
and in the retailing business—because in so many in- 
stances he is asked to ship his merchandise on extraor- 
dinary terms, or has to open his own department or 
store.” He is in the middle—looking both ways this 
week. 
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Left: 


A wing-type brogue of blue buckskin, fitted 
with SHUGOR side-straps for active ease and 
correct fitting adjustment. 


Right: 
A slip-on Oxford in burgundy buck and calf- 


skin, with V-side-gores of SHUGOR, strate- 
gically placed for style, correct fit and comfort. 


Below: 


Finger gores of comfort-insuring SHUGOR 
improve the fitting quality of this swank brown 
buckskin Oxford with calfskin mud-guard. 


1941 Play and 


An entirely new era in men's shoes is scheduled for 1941 . . . shoes 
for play, for leisure, for sports . . . new types that will capture new 
business from your male customers . . . smart, swank, easy footwear 


fitted with 
Reinforced-Edge SHUGOR 


for extra ease, sure-fire style and snug fit . . . combining comfort 
with firsts-in-fashion! 


For construction and pattern suggestions, and further information, 
write 
‘THOMAS TAYLOR AND SONS 
INCORPORATED 
HUDSON, COPR. 1940 THOMAS TAYLOR & SONS, INC’ MASS. 
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HING 


FOR REGULAR CEMENT 
AND SBICCA-DEL MAC 
PROCESS FOOTWEAR 


For more than a decade the efficiency of 
U/C Cement Sole Attaching Equipment 
has increased consistently and, during this 
same period, significant reductions in op- 
erating costs have been accomplished. 


These factors, together with our superior 
service to customers, have placed us in 
today’s position of leadership. 


W/C machines and methods are un- 
equalled for the manufacture of cement 
process shoes of all types. 
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SBICCA-DEL MAC CONSTRUCTIONS 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Compactly built with the maximum of selling 
the new Stillman store presents this stream- 
lined interior view. 


space, 


With These Fundamental Qualifications, the 
Merchant Who Devotes Patient, Painstaking 
Efforts to Orthopedic Shoe Fitting Can Achieve 
Successful Results, Says Jack Stillman of 
Rochester, Whose Attractive Store Is Proof 


6q@PRDINARY common sense combined with scientific 
knowledge will show the way to fit every foot properly.” 

Jack I. Stillman, owner of Stillman’s Orthopedic Shoe 
Shop, which opened a completely modernistic new home 
at 7 East Avenue, Rochester, N. Y., a few months ago. 
talked of his methods—and business—in an environ- 
ment which seems almost nautical. 

He designed the store, which is the climax of five 
years of a successful business that outgrew former quar- 
ters, located next door. Strangely enough, the new loca- 
tion is where the business was begun, but in only a part 
of the space now used. 

When day is done and lights are low, the interior of 
the store looks like the cabin of a luxurious yacht as 
viewed from the avenite. Shaped like a horseshoe, with 
seven recess boxes at intervals about the room, the cabin 
effect is heightened by a rounded false wall extending 
only part of the way to the ceiling. 


THE store is built as compactly as possible without 
loss of space. Not many shoes are in sight in the fitting 
room, although there is a good variety of them in the 
windows, and a sizeable stock is kept in the stockroom in 
the rear. 
' Soft shades of flesh tones and grey comprise the color 
scheme, with indirect lighting. Chairs are of chrome, 
while the carpeting harmonizes with walls and ceiling. 


SCIENTIFIC KNOWLEDGE PLUS 
COMMON SENSE NEEDED 


BOOT ano SHOE RECORDER, September 7, 1940 


After completing a pre-medical course at Syracuse 
University, Mr. Stillman went into corrective work. For 
a number of years he was in the shoe department of 
McCurdy & Company of Rochester. He took W. B. Coon 
Company’s training courses, as well as courses in Dr. 
Scholl’s school. 


BB ECAUSE of his success in correcting weaknesses of 
various kinds in feet, Mr. Stillman has had a steadily 
increasing list of customers. 

Physicians send some of their patients to this store— 
and they take prescriptions along. Hospitals send others. 
But the majority of new customers are relatives and 
friends of customers who have found comfort and satis- 
faction in fittings here. 

The Stillman store carries these shoes for women: 
Free Tread, Arch Fitter and Five Point Tread, made by 
the W. B. Coon Company of Rochester, N. Y., and the 
Cantilever and Ground Gripper, products of the Selby 
Shoe Company, Portsmouth, Ohio. 

In the men’s line it has the Foot Joy, manufactured 
by Field & Flint, Brockton, Mass.; the Old Colony, made 
by the Old Colony Shoe Company of Brockton, and 
Sabel’s corrective shoes, which are made by Thompson 
Brothers Shoe Company of the same city. 

Muscle Builder shoes for children, which come from 

[TURN TO PAGE 53, PLEASE] 
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The Customer Is Always Right 


We recently received the following 
lesson in salesmanship in a New York 
shoe store. 

A customer came in—sat down— 
and asked to be shown a certain wing 
tip model displayed in the window. 

The salesman measured the cus- 
tomer’s foot and then headed for the 
stock room. 

In a few minutes he returned with 
four pair of shoes —one the requested 
wing tip model and the others differ- 
ent styles in the same color. 

First, the salesman tried on the re- 
quested model. It did not fit properly. 
Instantly the salesman said, “I was 
not sure that would be the correct 
last for your foot. Do you mind if 


I try on one of these other models?”, 
The customer gave his permission 


—he was satisfied with the next pair 
fitted—and a sale was made. 

If the salesman had not brought 
out the other models from the stock 
room which his fitting experience told 


him were more likely to fit, the cus- * 


tomer probably would have got up 
and left before the salesman could 
have persuaded ‘him to stay and try 
on another style. 


“The Dressmaker Touch EXTENDS 
TO SHOES.” 
(Rich’s, Atlanta) 


An Eye to the Weather 


When it’s raining outside, Macy’s, 
prominent New York department 
store, believes in ‘keeping their cus- 
tomers posted. A large sign, reading: 


is placed on the post next'to their slip- » 
per and rubber footwear counter. Not 
only that, but a large display board 
on which is fastened one of each model 


rubber foot covering carried by Macy’s 
plus the price, is placed in front of the 
counter. It’s a great convenience for 
hurrying shoppers who have been 
caught in the rain. 
Getting Rid of the White 
Elephants 


An Oregon shoe merchant writes in 
to say that he has had little trouble 
with odds and ends in his store since 


shoes to wear with suits: picked 
from our new collection of fine 
 Belta shoex. Brown ar black. 


he began a systematic method of ac- 
counting and clearance: 

“All the odd sizes,” he writes, “espe- 
cially the smaller ones, in the shoe 
store are listed together on a large 
stock sheet that is tacked up on the 
wall of the back room. This sheet is 
a perfect record of all the odd sizes 
and styles in stock and is a very help- 
ful aid to the selling staff. Many sales 
are saved through trusting to this 
sheet rather than trusting to memory.” 

Display Expenditures of Stores 
on Increase 


That greater recognition is being 
given to display as a sales promotion 
arm of the:retail business is evidenced 
in a report “The Publicity Dollar,” an 
analysis of publicity expenses of de- 
partment stores in 1939 as compared 
with the two preceding years, pub- 
lished by the Sales Promotion Division 
of the National Retail Dry Goods As- 
sociation. 

In 1938 the average store spent 13 
cents out of each dollar spent for 
publicity purposes on display. The 
1939 figures show that 15 cents of 
each publicity dollar was set aside for 
display purposes last year. 

“It is quite evident that budgets are 
becoming more ‘liberal from a display 
standpoint,” the report of the Division 
notes. 

Whereas 64 cents of the average de- 
partment store ,publicity dollar was 
spent for newspaper lineage in 1938, 
the amount spent for. that purpose 
last year decreased to cents. Ad- 
vertising payroll in 1939, at 9 cents 
of the average publicity dollar, rep- 
resented an increase of 1 cent. over 
1938. Other general divisions of the 
publicity dollar in 1939 showed no 
change over the preceding year—pro- 
duction costs, 4 cents; direct mail, 5 
cents; and miscellaneous expenses, 6 
cents. 
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O. P. Ideator—“I have been watching your salesmen 
wait on a number of customers while I have been talk- 
ing to you, Mr. Sickle, and it seems to me that they 
rarely lose a sale. You must have very good shoes or 
a very efficient selling force.” 

Mr. George C. Sickle—“I believe that we have a 
combination of both. But I do believe that one of the 
reasons that we have built up a very low percentage of 
sales lost is a unique idea that we have developed 
among the salesforce.” 

O. P. Ideator—“Any idea that keeps down the num- 
ber of sales lost is of great importance to the retail 
shoe industry. Continue, Mr. Sickle.” 


Mr. Sickle—*Well, the system is simple. Every sales- 
man in this store has his or her name on a card. This 
card has two columns, one marked SALES and the 
other marked SALES MISSED. After a salesman sells 
a pair of shoes to a customer, he makes a check mark 
in the column marked SALES. If he misses the sale, 


BEST IDEA OF THE WEEK 
WHERE A LOST SALE HURTS! 
(Bishop Shoe Co., Bellevue, Pa.) 


wrong side of the ledger wouldn't make a very good im- 
pression with any boss.” 

Mr. Sickle—“Not only that, but it costs the salesman 
money. For every sale missed, the salesman puts two 
cents in a box next to the chart. At the end of the 
week the scores are figured up, and the salesman with 
the lowest percentage of SALES MISSED is entitled 
to the money in the box.” 

O. P. Ideator—“How do the salesmen like this sys- 
tem?” 

Mr. Sickle—“The idea has gone over big with the 
salesmen. Everybody likes a little good clean competi- 
tion. The number of sales missed is much smaller, and 
as a result the store does more business and builds a 
bigger trade. 

“Then too the salesmen are eager to hold down their 
percentage, and possibly win the ‘pot’.” 

O. P. Ideator—“I can see, how a race like this will 
put new life into a selling staff and encourage a better, 


for any reason, he marks SALES MISSED.” 


O. P. Ideator—“I can see how that would keep the 
selling force on its toes. Too many checks on the 


more friendly relationship between the salesmen.” 


Mr. Sickle—“You’re right there, and as a result our 
business has profited.” 


“Lined up for inspection, collegi- 
enne’s wardrobe of Fall shoes!—per- 
fectly fit for a gamut of activities from 
eight a. m. through midnight.” 

(Bullock's Wilshire, Los Angeles) 


Football Excitement 


It looks as though this Fall and 
Winter may be one of the greatest 
sports years that we have ever known. 
Not only are we becoming more and 
more sports and athletically minded 
every year, but in times of stress such 
as the emotional feeling brought on by 
the European War, people are always 
searching for an escape, and competi- 
tive and spectator sports offer the best 
means of lightening our thoughts with 
other interests. 

And with the approach of Sep- 
tember weather it is necessary for the 
progressive merchant to give serious 
thought to the football season and the 
profits he can gain by a parallel sell- 
ing promotion. Here are a few sug- 
gestions, most of which we have seen 
successfully used in the past: 

1. Windows — make your Fall dis- 
plays especially masculine and rugged 
this Fall. Men’s shoes are going more 
rugged and heavier either in fact or 
appearance. Women are going in for 
masculine and tweedy sports clothes. 

2. Promotional ideas — a black- 
board, six feet high by three feet wide 
set in front of your store on Saturday 
afternoons. You can keep in touch 


with the changing scores over the 
radio and chalk them up for your 
public. 

3. The schedule book of the major 
games in your territory is a proven 
promotion. It can also be used as an 
advertising medium for your Fall 
shoes. It is a useful means to bring 
people into your store. 

4. A sports ticker service in your 
men’s shoe department is appreciated 
by your sporty customers. 

5. A radio tuned to the leading sec- 
tonal game in your vicinity will be ap- 
preciated by customers. 

6. Pairs of shoes offered as prizes 
to the members of the local football 
team will bring far more value in free 
publicity than the cost of the shoes. 
Suggestions—prizes to the high scorer, 
the leading defensive lineman, each 
player who makes a field goal. 


Know Your Money 


The United States Secret Service 
has recently sent out a notice to mer- 
chants to be on the lookout for coun- 
terfeit $10 bills, a number of which 
are reported to be in circulation at 
present. 

Principal characteristics of the 
counterfeit bills is the check number 
1-18 or D-81 in the lower right hand 
corner. The portrait of Alexander 
Hamilton on the counterfeit bills is 
flat and lifeless. The paper stock is 
reported to be good but contains no 
silk threads as used in genuine bills. 

A pamphlet telling how to recog- 
nize counterfeit bills, useful knowl- 
edge to every shoe merchant, can be 
obtained from the U. S. Secret Ser- 
vice, Treasury Dept., Washington, 
D. C., or from many large banks. 


IF A STRANGER 
GIVES YOU A COUNTERFEIT: 
1. Do not return it! 

. Phone police at once: 


SPRING 7-3100 


. Avoid an argument. 
5. Write down his description. 
6. Get his license tag numbers. 


2 
3. Delay the passer under an excuse. 
4 


WATCH FOR 
CHECK 
NUMBERS 


las or 


Examine every $10 GREEN SEAL 
bill for the check numbers 
or Compare all 
suspicious bills with a 
genuine bill. 


KNOW YOUR MONEY! 
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Shoes for the Nation’s New Army 


[CONTINUED FROM PAGE 21] 


bill as passed by the Senate provides 
that not more than 900,000 men shall be 
in training simultaneously in time of 


peace, 

To speculate on the number of shoes 
required and the amount of leather 
needed to make them, is idle. What we 
know to be a fact is that the 2,000,000 
pairs of service shoes already delivered 
or on order, have taken from the leather 
stores of this country considerably more 
than 7,000,000 square feet of upper 
stock and more than 8,000,000 pounds of 
bottom stock. It takes 3.85 square feet 
of upper stock for every pair of army 
service shoes; and experts assert that 
four and one-half pounds of bottom 
stock must be available in order to get 
enough of the right grade of sole leather 
for a pair of army shoes, making allow- 
ance for offal. 

To arrive at an estimate of the total 
amount of leather which may be re- 
quired to make service shoes alone for 
an army of any considerable size, first 
guess what the size of the army will be, 
then multiply the pairs by the figures 
given above. When that is done, multi- 
ply by two, as the standard issue to a 
man joining the army is two pairs of 
service shoes. If you want to go farther 
and determine the possible leather con- 
sumption per year for this hypothetical 
army, it is safe to assume that the aver- 
age private will need four pairs a year, 
if in active training. This, remember, is 
a peace-time army which is under dis- 
cussion. 

Upper stock used in these service 
shoes must meet specifications first laid 
down in 1934 and only slightly changed 
since that year. “Materials for uppers,” 
to quote army specifications, “shall be 
best chrome vegetable retanned cow- 
hide, side leather, tanned from green, 
salted hides. Sides to measure not over 
24 square feet.” This latter has since 
been modified to permit the use of sides 
measuring not more than 25% square 
feet. 

The type of sole leather which must 
be taken into consideration in deter- 
mining the effect of army shoe buying 
on the market is also important. Outer 
soles, if they are to meet specifications, 
must be “nine iron or greater in thick- 
ness and be cut from best oak or union 
tanned leather, made from green salted 
hides of best quality” and they “shall 
be cut from the best part of the bend 
portion of the side and must be strictly 
fine grade” as to fiber but the commer- 
cial grade known as No. 1 scratch, with 
grain defects not affecting wear service, 
may be accepted. Slip taps are seven 
irons in thickness “cut from full grain 
oak or union tan backs, made from fine- 
haired, green salted hides”—all of first 
quality; and innersoles, from 6 to 7 
irons, are also of first quality in every 
respect. 

In recent months two other changes 
have been made in specifications—that 


Photo by U. 8. Army Signal Corps. 
A soldier of the United States Army 
in full service uniform with com- 
plete equipment. Sleeve stripes in- 
dicate sergeant’s rating. 


from all-leather to rubber heels, and 
from linen to cotton thread. Also, a 
softer tannage is now permitted in 
upper leather, which is a move toward 
somewhat more comfort—a move, by 
the way, which is viewed with lifted 
eyebrows on the part of the army, which 
definitely feels that more comfort may 
easily result in lessened durability. 
But with these two pairs of service 
shoes issued to every private in the 
United States Army goes also one pair 
of garrison shoes—so we must add to 
the quantity of leather needed to make 
shoes for our new army, large quanti- 
ties of calf leather which goes into the 
uppers of this shoe to be worn when off 
duty. Purchases of garrison shoes this 
year have not been large and certainly 
are not commensurate with purchases 
of service shoes, for io date something 
less than 200,000 pairs have been 
ordered. Figuring 3.5 square feet of 
calf leather and about 4 pounds of sole 
leather per pair, there has been an in- 
dicated consumption of approximately 
700,000 square feet of calf ieather and 
800,000 pounds of sole leather which 
must be added to the totals already 
given. The requirements per year for 
an initial army of 500,000, figuring only 
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one pair per man per year, would run 
ino fairly large figures—more than 
double the totals already indicated as 
having been taken off the market. 

The only other shoe in which the army 
is interested is the flying cadet shoe, 
and purchases of these—approximately 
3000 pairs thus far this year—cannot 
be said to be much in the way of a mar- 
ket influence. They are interesting, how- 
ever, as an indication that the army 
has subscribed to the theory of shoes for 
occasions, for these shoes, worn by 
army aviators, are of supple black calf 
leather of the best quality. They are 
oxfords with medium light-weight soles 
—Goodyear welts, of course. 

All these army shoes which we have 
been discussing except the flying cadet 
shoe, are made over one last—the old 
reliable Munson last which has been 
the standard for so many years that if 
any change ever was made in its original 
dimensions it has been lost sight of. The 
chief features of this last are known to 
practically every shoeman in the coun- 
try. It has an almost perfectly straight 
inside line, an ample forepart, wide 
shank, wide heel and lots of toe spring. 
Its measurements are slightly greater 
than those used on lasts designed for 
men’s dress shoes, though no greater 
than those found on lasts over which 
golf shoes are made or any other shoe 
designed to be worn over heavy socks. 
A comparison of the measurements of 
an 8-D Munson last show it to be what, 
in a men’s dress shoe, would be about 
an 8%. 

Flying cadet shoes are made over 
manufacturers’ own lasts which must, 
however, be approved by the army. 
Munson lasts are furnished by the army 
to manufacturers to whom contracts 
have been awarded and must be re- 
turned to the army when the contract 
has been completed. 

Shoes for army officers are another 
story. Within certain limits which may 
be determined by the commanding officer 
of any one outfit, they can, and do, wear 
pretty much anything they like, buying 
them where they will and paying for 
them as much as they feel they can 
afford. Pattern and even color uniform- 
ity are non-essentials unless, as previ- 
ously noted, a commander requests his 
officers to confine themselves to a par- 
ticular shade of brown. 

Mistakes of the first World War are 
not to be repeated. Then the industry 
was unprepared and conditions were 
chaotic. Awards for the manufacture 
of footwear were passed out by Quarter- 
master Depots in widely separated parts 
of the country—in Boston, San Fran- 
cisco, New York and Chicago. There 
was little time to set up the machinery 
necessary to smooth, evenly distributed, 
efficient production. There was little 
coordination and factories found them- 
selves jammed with work which could 
not possibly be completed on schedule. 
Army inspectors were few in number 
and overworked. Finished shoes were 

[TURN TO PAGE 34, PLEASE] 
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NEW 
PRINCIPLE 
ENTERS 
SHOE 

FITTING 


To form the arch and cup the heel is to 
give to shoes—a new purpose and talking 
point. 

MO-LO—Invented after intensive research by C. H. Daniels 


Nationally known for ventilated and woven processes 


You can now specify arch-forming MO-LO insoles—they mold a fitting to the 
arch and heel of the foot. No heat or softening agent of any kind is used. They 
actually make mates of the shoes and feet—A flexible cork plastic which is 
molded by pressure of the feet while walking. MO-LO increases the salability 
of all shoes with this amazing imprint feature. 


They cost less than a great many features which do not give the wearer com- 
parable foot comfort. MO-LO actually makes a personalized-fitting shoe. 


FREE! You too may want a new experience in foot ease—so if you will send 
us your size and width, we will send three-quarter insoles which you can insert 
into your shoes like a sock lining—try the MO-LO TEST: 


See how they mold! See how they fit! 
See how they feel! See how they look! 


DANIELS SHOE PRODUCTS 


Patented Shoe Construction, Processes and Designs 
67 RIVERDALE AVENUE PORT CHESTER, NEW YORK: 


ON DISPLAY—SUITE 1012-14 
HOTEL BELMONT PLAZA, SEPT. 15, 16, 17 
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Tus test of design and workmanship is in the performance of 
a product. In shoemaking, Celastic — the quality box toe — 
maintains the toe-lines of the last and thereby protects the 
creative skill and craftsmanship in each Matched Pair. 


THE QUALITY 
BOX TOE 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


: t 
Clos 
is 
Cc 
Ww 
fe 


YN 


HE three statements above 

don’t represent isolated cases; 
they’re typical of the demands of 
millions of consumers. By putting 
the resilient comfort of CORK into 
the shoes you make, you’re bound 
to cash in on this overwhelming 
consumers’ call-for-comfort. 

All Armstrong’s Shoe Products 
give shoes a comfort premium. 
Increasingly popular, for example, 
is Armstrong’s Cushion Cork. This 
highly resilient cork-and-sponge- 
rubber midsoling and filler material 
contributes immeasurably to the 
wearer’s comfort by cushioning his 
foot, insulating it against heat and 
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GIVE THEM MAXIMUM SHOE COMFORT... USE Ci ORK 


cold, and staying perfectly flat 
beneath the insole. Significant, too, 
of the customer-appeal of cork’s 
comfort-giving resilience is the 
present-day style trend to wedge 
heels and platform shoes. 
Armstrong also makes counters, 
box toes, and bottom fillers of cork. 
With these products in the shoes 


you make, you meet the demand for 
style-combined-with-comfort; you 
give yourself a guarantee that your 
company’s shoes have maximum 
sales-appeal. Better ask us for 
samples and prices today! Arm- 
strong Cork Company, 

Shoe Products Section, 941 @® 
Arch Street, Lancaster, Pa. 


ARMSTRONG’S SHOE PRODUCTS 


CORK BOX TOES 


CORK COUNTERS 
HOT AND COLD PROCESS BOTTOM FILLERS ig 


IN CUSHION CORK - GRIDDED CUSHION COR 
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N.S. R. A. “Fashion and Footwear” Has 
Many Uses 


Beautiful to look at, authoritative and 
exhaustive in style information and 
practical in presentation, this fifth is- 
sue of “Fashion and Footwear” by 
N. S. R. A. has a logical and useful 
place in the store of every retailer— 
small or large, high style or staple. 
That more and more merchants are 
recognizing its value as a complete color 
co-ordination guide to women’s fashions 
is proved by its growing list of sub- 
scribers. As a matter of interest, the 
National Shoe Retailers’ Association is 
constantly swelling its ranks of mem- 
bers, partly because of the value of this 
book, only members of the Association 
being eligible as subscribers. Stores re- 
port that it is being used by every de- 
partment where women’s fashions are 
sold. Buyers, as well as customers, 
study it and it is a valuable aid in many 
store training schools. 


We show here the attractive cover 
which has become a familiar sight in 
many stores, the color changing with 
each season’s new edition. The sample 
page photographed here happens to be 
one of the colorful campus pages, fea- 
turing tan and green fabrics and tan, 
green and brown shoe leathers. It is 
typical of the care with which the other 
18 pages have been worked out and the 
attractive way in which the whole book 
has been laid out. Actual swatches of 
fabrics, leathers and hosiery are used 
throughout. Merchants find this book 
helps them to make sales and close sales, 
and to give their customers helpful ser- 
vice in color co-ordination. It is avail- 
able to any member of the National 
Shoe Retailers Association, and the 
membership dues of the association are 
now adjusted on a sliding scale so that 
they offer no obstacle to any merchant. 


Shoes for the Nation’s 
New Army 


[CONTINUED FROM PAGE 30] 


rejected in large quantities or accepted 
because the need for footwear in a 
hurry outweighed every other factor. 
Today not only is the industry ready, 
but the army, also. There is a well 
thought out production schedule com- 
bined with an inspection service lodged 
in the hands of men who know shoes, 
who know leather and who have an 
accurate idea of the production possi- 
bilities of every shoe factory in the 
country with which they may expect to 
do business. Furthermore, all shoe buy- 
ing is being done in Boston instead of 
all over the country; inspectors are as- 
signed to their various duties by civilian 
heads of the inspection service; hide, 
leather and shoe experts have been 
drafted by the National Defense Coun- 


cil for supervisiory work in Washing- 
ton; and in the office of the Quarter- 
master General is an accurate record 
of shoes on hand, on order and, it is 
understood, even an estimate of the 
quantities which will be needed in every 
possible contingency. 

If war comes, the only thing necessary 
will be the change over from peace-time 
service shoes to field boots. The 
time service shoe, good as it is, wouldn’t 
stand up under much more than one 
month’s service in the field. So it is ex- 
pected that we will have again the hob- 
nailed boot with leather heel, terribly 
heavy, which we saw in the last war. 
Unless something better appears on the 
horizon soon, this is inevitable. 

During the first World War, it will be 
remembered, this boot was made of so- 
called “service leather”—side leather 
finished with the flesh side outside. No 
one knows what will be specified in the 
way of upper leather for this type of 
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Test Yourself on 
Merchandising Arithmetic 


DIRECTIONS: Check the best answer 
under each of the following questions and 
then compare your answer with the key 

printed on page 53. WHAT IS YOUR 
SCORE? 


1. If the cumulative initial markup is 
10%, markdowns are 6% of sales, and 
shortages are 1% of sales, the maintained 
markup is found by: 


—(a) Subtracting 6% from 40% giving 
34% maintained markup 

——(b) Subtracting 7% 40% giving 
33% maintained markup. 

-—(e) Multiplying 7% by 60% and sub- 

tracting the product (4.2) from 

giving 358% maintained 


markup. 
—(d) Multiplying 7% by 40% and sub- 
tracting the product (28) from 
40% giving 37.2% maintained 
markup. 


2. If the yearly stock turnover rate is 12, 

what part of the average stock will each 

month’s sales be? 

——(a) One-half the average stock. 

——(b) Twice the average stock. 

——/(c) Twelve times the average stock. 

——/(d) same amount as the average 
st 5 


3. Under the retail method of inventory 
failure to record some markdowns will 
increase inventory shortages. 

——(a) The statement is TRUE. 
———(b) The statement is FALSE. 


boot, and no one seems to care very 
much. As one army man puts it: 

“The upper leather is comparatively 
unimportant. It must, of course, be 
strong and of grade A quality, but in 
an army shoe it’s the sole that has to 
stand the gaff and no sole other than 
the one studded with hob nails has ever 
been found which can take it.” 


To Make Novelty Slippers 


Los ANGELES, CALIF.—A new foot- 
wear concern has made its debut here 
and is manufacturing Airfoam slip- 
pers under a proposed name of “Air- 
foam Snuggles.” Hampton C. Goodwin 
is in charge of sales and distribution 
of this patented article, which is made 
entirely out of Goodyear Airfoam, with 
the exception of felting on top and soft 
leather sole. Mr. Goodwin was recently 
connected with Latex, Inc., distributers 
of Goodyear Airfoam for the eleven 
Western States. His father was pres- 
ident of Smaltz-Goodwin Co., Phila- 
delphia shoe manufacturers. Mr. Good- 
win traveled on the road for this con- 
cern for many years. Later he be- 
came connected with the Nugent Shoe 
Co., Brooklyn, as a partner, then 
traveled for Richard White & Co., 
Philadephia. 

The new product will be on the mar- 
ket within 30 days and it is felt will be 
a welcome addition to the novelty slip- 
per business. 
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THE NEW LINE 
THAT BELONGS 
IN YOUR STORE 


You might just as well take your pencil and 
start writing sizes for a trial order of 
PEP-ER-UP shoes, for they are the industry's 
outstanding buy in misses’ and children's 
sizes. These shoes are unexcelled in quality, 
fit, and styling at the price. They are the 
“little sisters" of the famous 


“College Hill 
Sport Welts”’ 


So you can buy them with confidence and sell 
them with assurance. They surely belong in 
your store. 


GENUINE GOODYEAR WELTS 


For Children: A—11 to 12; 
B, C, D—8'/2 to 12; SPRING HEEL 


TERMS: 5°) 10 days, net 30 
days. Service charge of ten cents 
ogg orders totaling four pairs 
or 


For Misses: AA—13 to 3; 
A, B, C, D—122 to 3; 
7/8 STRAIGHT BREAST HEEL 
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ANDUCO 
-LOCKSTITCH 


The LITTLEWAY and UCO LOCKSTITCH processes are easily 
F —_— adaptable for today’s style leaders. They assure economical and 
sound means of sole attaching and employ shoemaking principles 

that reflect true flexibility and comfort in the finished product. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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solescence. So long as a dancing shoe 
fits well and gives reasonable service, 
the customer is satisfied. And—most 
mothers who come to the shoe store to 
buy dancing shoes for their children 
know little or nothing about these shoes, 
their good points, etc., and are willing 
to be sold on the qualities of the par- 
ticular brand which the shoe man shows 
them. 

So the merchandising of these shoes 
is easy. The selling of them is easy. 
The promotion of them should be both 
easy and profitable. 

A point of significance, often over- 
looked, is that the child seldom or never 
comes into the shoe store or shoe depart- 
ment alone to purchase dancing shoes. 
His mother accompanies him. In that 
case, the shoe retailer has succeeded in 
getting into his department or store 
two potential customers—mother and 
child—for street shoes as well as danc- 
ing types. 

So much for why dancing shoes can 
be promoted safely and productively. 
Let us consider the factors which make 
a good dancing shoe, and the prefer- 
ences of young customers. Except for 
toe shoes, dancing shoes of all types 
should be flexible enough to give free- 
dom of movement to the foot. Uppers 
should be soft, yet the shoe should hold 
the foot firmly, supporting every move- 
ment, and not binding. Toe shoes should 
be firm, with a box hard enough not to 
hurt the foot when in toe position, yet 
with sufficient protection for the toes. 
There must be some provision against 
slipping, and both ballet and toe shoes 
should “point”—i. e., enable the wearer 
to achieve the proper pointing position 
with a minimum of effort. Acrobatic or 
barefoot sandals are soft sandals made 
usually of chrome tanned splits, with an 
elastic or buckle attachment to hold 
them on the foot. They should be ex- 
tremely flexible, giving barefoot free- 
dom to the wearer. 

Black patent is the standard for tap 
slippers, with white gaining a certain 
amount of impetus. The regulation tap 
slipper is a theo tie—one-strap pump 
with a low heel and a ribbon bow tying 
over the instep. (This because a buckle 
and strap might bind the foot.) The 
taps may come on the shoe when pur- 
chased from the manufacturer, or they 
may be sold separately by the retailer. 
Metal taps for toe and heel are obtain- 
able, as well as taps for special pur- 
poses, such as a circular metal attach- 
ment which is placed on the ball of the 
foot to permit easy twirling. 

Standard for the ballet slipper is 
black kid, with white and colored kid 
used for special costumes. The toe slip- 
per is usually satin, with pink the color 
most often demanded, but black and 
white available if needed. The acro- 
batic or barefoot sandal usually comes 
in fawn, grey, white or black, in a 
sueded leather or split. 
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Let’s Sell Dancing Shoes 


[CONTINUED FROM PAGE 16] 


According to one dancing school 
teacher, tap and social dancing lead in 
the number of students each year, while 
ballet and toe dancing are studied by a 
smaller but equally tenacious group. 
Ballet is the ground work of all danc- 
ing, necessary to every other form; tap 
is to dancing as a whole what the drum- 
beat is to music. Consequently, your 
tap shoes will be most often demanded, 
while you can build a good repeat busi- 
ness on ballet, toe and barefoot types. 

And—don’t forget the shoe for social 
dancing — usually black patent, with 
some little detail to add interest. Classic, 
of course, is the one-strap patent 
leather pump, but the Mary Jane, the 
stepin with elasticizing or goring, 
trimmed pumps with details such as 
bows, perforations, piping, etc., add a 
little spice to your line and bring plea- 
sure to your young customers. 


Martin Opens Shoe Store 


GeETTysBuRG, Pa.—George R. Martin, 
who has had 27 years of experience in 
retail shoe business, has opened his 
own store at 29 Baltimore Street, under 
the name of Martin’s Shoe Store. 

Neon tubing has been installed in 
the ivory and tan colored store room, 
that will be furnished with blue 
leather-seated chairs and dlue rugs. 

“We intend to specialize in fitting 
the feet correctly,” Mr. Martin said. 
“A satisfied customer, we realize, is 
our greatest asset, and we are prepar- 
ing to render a complete service for the 
whole family. All lines of shoes to be 
featured will be of exceptional quality 
and at the same time represent real 
value.” 

Mr. Martin, father of seven children, 
has been in the shoe business for 22 
years in Gettysburg as loca] manager 
for the Haines chain. He is a former 
borough treasurer, having served in 
that position for 10 years. A _ son, 
George Martin, Jr., has followed his 
father’s footsteps and is managing a 
shoe store in Staten Island, New York. 


Best Sellers for Fall 
[CONTINUED FROM PAGE 19] 


The forepart remains broad, so the 
pointed tip is purely a style feature. 
As to color, black has been, of course, 
number one color in the early Fall sell- 
ing. Brown, however, has been definite- 
ly stronger than usual in high-heeled 
types. Occasionally, one hears of an 
interest in wine. Promotion colors in- 
clude a wide range of rusts, golden 
browns, “earth” shades. Soft beige and 
light greyed blue, grey—very dark— 
purple, navy and green are among the 
high style promotion colors. 


Health Spot Shoes and the 
proper merchandising methods 
offer one of the greatest oppor- 
tunities available to the shoe 
retailer today. 


You establish rmanent cus- 
tomers by satisfying their need 
for comfort and service. By 
concentrating on one line, you 
hold down your investment and 
get a greater return out of your 
operations. 


HEALTH Spor SHOES 


The increasing number of inde- 
pendent retailers who are liquid- 
ating their family shoe stores 
and going into Health Spot 
Shoe Shops, is proof of the gen- 
eral acceptance of this plan. 
These men have learned that re- 
tailing a high-grade line gives 
them a stabilized income and is 
a satisfactory experience in 
every way. 

Although style and price have 
long dominated the retail shoe 
business, shoe men are learning 
that staple shoes with a service 
appeal offer the greatest oppor- 
tunity for building a successful 
business. 


FREE TRAINING SCHOOL 


Three-day classes are held each 
week in Danville, to train 
Health Spot salesmen and pros- 
pective dealers in Scientific Shoe 
Design and Construction, Fit- 
ting and Selling Technique, 
Business Management and Bud- 
get Control. Write for complete 
details today. 


MUSEBECK SHOE COMPANY 
DANVILLE ILLINOIS 


= 
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HERE COME 
EXTRA Prorirs! 


| Get your share of the 
| back-to-school business 
in gym footwear 


Feature Goodrich Sport Shoes with 
“POSTURE 


@ The back-to-school market is ready-made— 
and Goodrich Sport Shoes are made for the 
market! What could be simpler? 


School children are being told by their “Gym 
Instructors” about “Posture Foundation” —the 
patented built-in feature that holds the foot in 
normal position—safeguarding against flat feet. 
This feature improves posture, too—and helps 
prevent leg fatigue—just what active youngsters 
need . . . Goodrich Sport Shoes also provide 
ventilated uppers and Hygeen Insole. And 
they’re smartly styled, with lots of “come-on” 
for young eyes. 


“POSTURE FOUNDATION” 
Identified in canvas shoes 
by this label inside the shoe 


So be ready to cash in on this extra fall busi- 
ness for gym and athletic wear. Round out your 
“‘Pecture Foundation’ is offered in stock of Goodrich Sport Shoes—display them 
Goodrich Oxfords, Playshoes and Hi-cut Athletic Shoes. in your window and gain extra season profits. 


ote GOODRICH FOOTWEAR, WATERTOWN, MASS. 
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Glasgow, Scotland 


SCOTCH GRAIN 


“BRITISH ARMY STANDARD” 


The Fine Upper Leather made by W. & J. Martin in Glasgow, 
Scotland, finds its way naturally into the best shoes for men. 
Because of its superior appearance and durability it is relied upon by 
both shoe makers and wearers. 

Available in our New York Stock there are the following individual 


kinds and trade names. 


Known the world over for its fine 
appearance and splendid wearing 
qualities. Made in various grains and 
shades, for men's and women's walking 


A New Specialty 


A russet coloured smooth grain full- 
chrome leather. Soft, comfortable 
and attractive in appearance. Similar 
to vegetable tanned French Calf. 
Three shades. 


An upper leather with unique quali- 
ties; tough, strong, and water-resist- 
ing, yet always soft and comfortable. 
In a class by itself for hard wear. 


A smooth grain, water resisting Other Specialties 


leather, produced by the some unique 
GORSE CALF 


SCOTCH CALF 


Represented by 


HERMANN LOEWENSTEIN 


26 Ferry St., New York 


— 
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THIS WEEK IN THE 


Saturday, 


SEPTEMBER 7, 


SHOE TRADE 


1940 


Hide Market Turns Sharply Upward 


Reversal of Price Trend Reflects Realization that Significance 
of South American Situation Had Been Over-emphasized 


New York—Under the impetus of a 
marked change in buyers psychology in 
both the hides and leather trades, an 
upward trend in all business indices and 
the realization that the importance 
placed upon the threat of foreign hide 
importations into the United States was 
grossly exaggerated, impressive ad- 
vances have been registered in the hide 
market over the past few weeks. 

After several months of an irregular- 
ly downward movement, the declining 
tendency in the hide market came to an 
abrupt halt on August 19, after the low- 
est levels since March, 1938, had been 
registered. To refresh the memory of 
some in the trade, the severe break in 
the hide market in recent months has 
been based almost entirely on the pos- 
sibility that as long as the British block- 
ade and the German counter-blockade 
continue, there remained millions of 
foreign hides which must seek an outlet, 
and that this could only be found in 
the United States, and possibly Canada. 
As hides prices declined, leather buyers 
and tanners became convinced that still 
lower prices would prevail, and conse- 
quently nothing more than hand-to- 
mouth buying was witnessed from any 
direction. This, together with the un- 
easiness over the possible outcome of 
the European conflict, intensified the 
cautiousness which became more or less 
general. Hide prices were halved since 
the highs of the season were registered 
the early part of this year, before the 
decline was finally arrested. 

Motivating the complete reversal of 
ideas in buyers quarters and its result- 
ant effect on the hide market, were the 
semi-official reports that uninformed 
sources had misconstrued the signifi- 
cance of the South American supply 
situation. Too much stress had been 


Dates to Remember 


Monthly Shoe Fair, Michigan Shoe 
Travelers Association, Hotel Stat- 
ler, Detroit, Mich.....September 9, 1940 


National Men’s Shoe Week 
September 14-21, 1940 


Official Opening of American Leathers 
and Style Conference for Spring, 
1941, Waldorf-Astoria Hotel, New 
York September 16, 17, 1940 


Boston Shoe Fair, New England Shoe 

and Leather Association, Hotel Stat- 

ler and Parker House, Boston, Mass. 
December 2, 3, 4, 5, 1940 


Annual Convention, National Shoe 
Travelers’ Association, Morrison 
Hotel, Chicago, Illinois 

January 4, 5, 1941 


National Shoe Fair, Hotel Stevens, 
Chicago, Ill.....January 6, 7, 8, 9, 1941 


Michigan Annual Shoe Fair, Michigan 
Retail Shoe Dealers Association, 
Hotel Statler, Detroit, Mich. 

January 12, 13, 14, 1941 


Charlotte Shoe Show, Hotel Char- 
lotte and Hotel Selwyn, Charlotte, 
eee January 12, 13, 14, 1941 


Joint Annual Convention Southwest- 
ern Shoe Travelers Association and 
Texas - Oklahoma Shoe Retailers, 
Hotel Adolphus, Dallas, Texas. 

January 12, 13, 14, 15, 1941 


placed on the supply outlook, and mag- 
nified emphasis on the stocks that may 
come to this country. Of particular im- 
portance is that the supplies of desir- 
able foreign hides are limited, and that 
a great many of the foreign hides are 
inferior and could not produce the qual- 
[TURN TO PAGE 42, PLEASE] 


Male Buying Habits Surveyed 


CuIcaGo, ILL.—An interesting view 
on men’s wardrobe buying habits was 
seen in a recent survey made for Hart, 
Schaffner & Marx, large men’s clothing 
firm. The survey was made of the 
clothes buying habits of “Adam 
Average,” a hypothetical American 
man with an annual income ranging 
from $1,500 to $5,000. 

Made by the Psychological Corpora- 
tion of America, results revealed that 
17 per cent of the men interviewed said 
that window displays caused them to 
patronize the store where they bought 
their last suit. Other reasons were: 
recommended by friends or relatives, 
16.2 per cent; personal contacts with 
stores, 13.2 per cent; believe store 
offers good value, 10.3 per cent; be- 
lieve store carries quality merchandise, 
9.6 per cent; store has reputation of 
dependability, 6.1 per cent; special 
sale, 5.6 per cent, and credit policies, 
5.6 per cent. 


Triplett Named 
Women’s Buyer 


SAN FRANCISCO, CALIF.—W. B. Trip- 
lett has been named buyer of women’s 
shoes in the main floor shoe department 
at the White House, succeeding E. S. 
Horrocks, who resigned. 

Triplett has had a wide experience in 
the shoe business, and was formerly 
buyer for Bullock-Wilshire in Los 
Angeles. 


Netter with Allen-Edmonds 


INDIANAPOLIS, IND.—Roy Netter, for 
the past six years representing the 
Friedman-Shelby Shoe Co. in northern 
Indiana, has resigned to accept a posi- 
tion with Allen-Edmonds Shoe Co. as 
representative for the entire state of 
Indiana. 
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On the basis of practical features 


PLAY 


We show here only two of 


TRUE HEALTH SHOE 


HEALTH 


workmanship, a great Eastern 
rated these shoes “Highest were 
tailed well under $5.00. The name? 


tussles, seats, orthapadio lasts, steel arch bridges, 
vidually graded — orthopedic heels—these are only a few of the features 
which make these shoes outstanding in their grade. 


FOR JUVENILES 


and of excellence of materials and 
s School of Public Health 


et they are priced to be re- 


FIFTEEN STYLES IN STOCK 


ah 


See the rest in our New Fall Catalog 
Welts, moderately 


8% to 12—A to D— 
12% to 3—A to D— 
$2.10 


Remember: All prices are subject to 5% discount, 30 days. 


VIRGINIA SHOE COMPANY 


FREDERICKSBURG, VIRGINIA 
MANUFACTURERS 


dressy Littleways; Guide Rite—shoes for real boys; and 
priced. Send for your copy today. 


with our Miss Virginia—dainty, 
Powhatan—Goodyear 


All over Genuine 
African Buffalo 


to te D— 2.10 
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Hide Market Turns 
Sharply Upward 


[CONTINUED FROM PAGE 41] 


ity of leather desired in this country. 
In addition, it was pointed out that tan- 
ners’ costs must be based upon prices of 
spot domestic hides, and not upon the 
rumored quotations for poor quality 
foreign stock. Of more importance, how- 
ever, is the fact that the cattle kill has 
been so sharply reduced in foreign coun- 
tries, with consequent smaller supplies 
of hides being available, that domestic 
tanners became more willing to antici- 
pate requirements to some degree. 

Easing the foreign hide picture in 


this country, that is, supplies that al- 
ready have been imported, was the sud- 
den and unexpected foreign demand, 
which developed. It is understood that 
many thousands of Argentine hides in 
this country have been sold for re- 
export to northern Europe. Turkey was 
also reported as a buyer of hides here, 
while Great Britain and Japan have re- 
entered the market for Argentine hides 
and have taken the surplus stocks there. 

Measurably aiding the uplift in the 
hide price structure was the strong un- 
dercurrent of feeling that for defense 
reserve purposes the United States may 
accumulate a great quantity of choice 
hides. Building up of hides stocks for 
this purpose, would be far more ad- 


visable than the finished products, as 
hides can always be resold, and re- 
placed. This possibility, together with 
the changing outlook in Europe and the 
fact that the domestic statistical posi- 
tion remains sound, has had much to 
do with the enthusiasm manifested in 
consumer and speculative quarters. 

Rarely have big packers been so well 
sold up on hides as is true today. In 
spite of the fact that advances of 1 cent 
a pound have been registered and main- 
tained, tanners still are anxiously bid- 
ding for the quality hides now avail- 
able. As one tanner so aptly stated, 
after a extended period of declines in 
the hide market, when the turn comes, 
it is not for a fraction of a cent, but 
could easily be 2 cents a pound or 
more. Tanners have been pursuing a 
rather cautious buying policy for a pro- 
tracted period. In addition to having 
absorbed a great deal of the stocks held 
by dealers, these buyers have kept the 
big packers in an exceptionally well 
sold up position. One prominent packer 
late this week, in refusing to accept 
bids, said that the-spirit is willing, but 
that the hide supply was small. True 
enough, hides are produced every day, 
and packers will continue to have con- 
siderable hides for sale, but whereas a 
buyers’ market has existed for the last 
several months it now appears that 
sellers are in the saddle. 

Net imports of hides into this country 
in July were only 301,000 pieces and 
actually 68,000 less than in June. Based 
on our reports of sales of foreign hides 
from here, the last two weeks or so, 
there is every probability that net im- 
ports in August may be considerably 
smaller. Domestic production of leather 
based on figures released by Commodity 
Exchange, Inc., showed a fair increase 
in July over the month previous, but 
was slightly under last year. More 
favorable comparisons are noted, as far 
as leather consumption is concerned and 
the total visible stocks of hides in all 
hands, at the end of July were within 
a few thousand of the record low. 


Winner in Window Contest 


MILWAUKEE, Wis.—The J. 
Brouwer Shoe Co., here, placed third in 
a state fair window contest sponsored 
by the retail division of the Milwaukee 
Association of Commerce among down- 
town merchants. Despite rain and cold 
weather, the 90th annual Wisconsin 
State Fair, which rang down the cur- 
tain August 25 on its nine-day run, 
attracted 537,291 visitors. The J. C. 
Penney Co. won first prize in the con- 
test and Sears, Roebuck & Co., second 
prize. 


Enlarge Shoe Department 


LAFAYETTE, IND.—Alan’s have en- 


larged the quarters and stock of their 
shoe department. M. F. Kerl has been 
named the new manager of the en- 
larged department. The price range 
featured by the department is $3.50 to 
$10.75 for their ladies’ shoes. 
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In stock to size 
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Rueping full grain elk—sturdy. 
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TOM-BOY 
Oxford for Girls 


10—more sales. 


SHOE MFG. CO. 


Milwaukee, Wis. 


COR 


Sponsor Quality Shoe Showing 


New York—Quality shoe manufac- 
turers, formerly members of the Shoe 


.Fashion Guild of America, will hold a 


showing of their Spring, 1941, lines at 
the Hotel Vanderbilt, November 11 
through 13. The event will be under 
the sponsorship of the Shoe Manufac- 
turers’ Board of Trade of New York. 

The showing of “America’s Quality 
Footwear Manufacturers” will repre- 
sent at least 18 members of the former 
Shoe Fashion Guild which sponsored 
a showing at this time every year. 
Final details of the show regulations 
have not yet been completed. 


Issues Colorful Circular 


Mass.— Nashua _ Slipper 
Company, manufacturers here, have 
issued an attractive circular in the 
form of a post card, showing four types 
of shoes which they make, including 
moccasins, Norwegian style loafer slip- 
pers, and a moccasin type which can 
be used for indoor or occasional out- 
door wear. The card is done in color, 
with an attractive leisure scene in the 
center. The company reports a stead- 
ily increasing demand for these types 
of leisure shoes, and sees a favorable 
outlook for business for the coming 
season. 


Charles C. Mansfield 


HAVERHILL, Mass.—Charles C. Mans- 
field, retired shoe manufacturer, died 
recently at his home in this city at the 
age of 74. He had made his home in 
this city for fifty years, having come 
here as a young man from Yarmouth, 
Me., where he was born. 

For several years he was president 
of the Austin H. Perry Shoe Company. 

Surviving are his widow, a sister, 
Mrs. Charles O. Baker, of Portland, 
Me., and three brothers, Enfield, of 
Haverhill; Robert, of Yarmouth, Me., 
and John Mansfield, of Wilmington, 
Vt. 


We back YOUR 


not buy them. 


buy them elsewhere. 


EPHRATA 


With Ephrata’s UNBRANDED Shoes 
In welts and pre welts for children and 


Nothing but excellence of material, design, 
last and workmanship will do this. 


If unbranded shoes, which compete on merit 
alone, do not embody these things, you will 


If they do, and you carry them, Your cus- 
tomers are truly yours, because they cannot 


Send for our cat- 
alog of IN STOCK 
shoes. 


Gold Spot Soles 


Carried In-Stock 
8!/2 to 3—To Retail 
at $3.95 


EPHRATA SHOE CO.., I... 


PENNSYLVANIA 


Why Not? 


Reputation 


COMMERCIAL TRAVELERS 


Muteal Company © No Agents ® No Branch Offices 


Have Your Personal Accident 
and Health Insurance with. . . 


EASTERN 


MASSACHUSETTS CO., INC., 1894 


Estimated Annual 


ACCIDENT POLICY PAYS 


WEEKLY $25.00 $10.00 
DISABILITY Per Week Per Week for 

$25.00- for 

$50.00 Sickness 


HEALTH POLICY PAYS 


Cost $15.00 | Estimated Annual Cost $18.00 


Welt 45 YEARS OF UNFAILING SERVICE 
1225A—Ton Elk 
. No Policy Is Cancelled, Rates Increased, or Benefits 
Gensine Shark Tip Reduced on Account of Any Agel 


PAYS WHILE YOU ARE LAID UP 
am PAYS FROM THE FIRST DAY OF DISABILITY 
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N i L&R quarters, 7 eyelets—finer fit. 
HO Shell Cordovan outsole—longer wear. N 
Calf qtr. lined—longer wear. 
Tan Elk Oxford 
Fall 4-10 AAA to B 
Now Ready 1S: Net 20 
e | 
$10,000 
SEND THE John S. Whittemore, Sec.-Treas. 
Without obi send | 
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cA Unique opportunity for all Walk-Over retailers 


ier FALL, America will be the scene of the Ask Your Walk-Over Salesman 
greatest industrial activity in its history. Our salesmen are now on the road making a sec- 
Hustle, enthusiasm, drive. Men and women will ondary trip with new Fall styles. Ask them for 
put in longer hours on their feet, at more strenu- _ details or write us for the complete plan. 


ous jobs than many have tackled in years. And GEO. E. KEITH COMPANY 
active feet mean tired, “broken” feet if shoes are. Campello, Brockton, Mass. 
not correct. 


To help get flabby feet back 


SHOES 


To prevent quick bodily fa- 
tigueduetotired feet... Athletic Action Spring Arch 
is the job and responsibility fac- 
ing American shoe retailers. 
Get Back of this Plan 
So that you can promote public 
foot health on a broad, profit- 
able basis, Walk-Over presents 
the most important and com- 
plete sales and advertising pro- 
gram on Spring Arch* Shoes in 
our 66 years of manufacturing. 


*REG. U.S. PAT. OFF. 


WEMBLY BELMAR 
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Allied Shoe Products 
And Style Exhibit 


Companion show to the N.S.R.A. 
Style Conference and Official Leather 
Opening is the Allied Shoe Products 
and Style Exhibit to be held at the 
Belmont Plaza Hotel in New York City 
—September 15, 16 and 17. 

This serves as a forum and a place 
for display of many of the products 
of the service of supplies that lead up 
to shoes and shoemaking. “The com- 
ing display of Allied Products will be 
the seventh in the series, since its first 
showing in the Fall of 1937,” says A. 
C. Reuter, director, who has seen the 
Allied show grow in prestige and im- 
portance. He says: “Shoe manufac- 
turers and their style men, in increas- 
ing numbers, come to each successive 
show for style information and inspira- 
tion.” 

Nearly 100 displays will be shown, 
covering all fields of supplies from de- 
sign and pattern to braid, backing and 
trimmings. An increased number of ac- 
cessory concerns are exhibiting new 
ideas and products that go into the 
making of shoes. 

The Allied Shoe Products and Style 
Exhibit affords the shoe manufactur- 
ing trade a preview of the style trends 
for the coming season and indicates 
the selection of colors, materials and 
grades. 

The officers and committee are as 
follows: A. C. Reuter, director; C. R. 
Hyde, associate director. Advisory 
committee: H. C. Stouffer of Arm- 
strong Cork Company, Robert Taylor 
Dawes of Thos. Taylor & Sons, Inc., 
Norman G. Cate of Haley-Cate-Rock- 
wood Co., Inc., George M. Herrmann of 
Palatine Corporation, E. E. Weller of 
E. E. Weller Co., Fred N. Kite of Win- 
dram Manufacturing Co., E. T. Peter- 
son of Stedfast Rubber Co., Andrew 
Vamos of Alfred Vamos, Inc., Maynard 
H. Moore, Jr., of Maynard H. Moore, 
Jr., Ine., Adrian Quick of Holden & 
Quick, Inc., Fred Ullman of Fred UII- 
man Shoe Styles, George Ecclesine of 
Schaefer Lace & Braid Company, 
Frank Silverman of Berte Shoe Styles, 
Harry Berk of Ben-Berk Shoe Styles, 
Charles M. Iredale of The Canada Last 
Co., Ltd., and H. G. Whitehouse of the 
Riker Company. 


S. A. Stevens with 


Albany Shoe Co. 


ALBANY, N. Y.—Stanley A. Stevens, 
of Rochester, Vt., has recently joined 
the sales staff of Albany Shoe Com- 
pany, wholesale distributors of shoes 
and rubber footwear, and wili cover 
Vermont and New Hampshire. 

Mr. Stevens was formerly with the 
Creighton Company, of Lynn, Mass., 
as assistant production manager and 
previously with the Block Sign Mfg. 
Co. 
He will carry Albany’s lines of men’s, 
boys’ and children’s shoes and rubber 
footwear in his new territory. 
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HIT OF THE SHOW 


{See LEATHER SECTION 
Pages 62 and 63) 


Novel Night Display Spotlights Shoes 


This novel little display spotlighted just inside the entrance of the Poole & Piper 


store serves to draw atte 


EVANSTON, ILL.—Poole & Piper, chil- 
dren’s shoe specialists, here, arrange a 
small display of timely items on the 
floor every night just before closing 
time behind the main entrance door, 
where passersby on the sidewalk can 
see it through the glass. 

An inside spotlight shining down 
from above accentuates the display, 
which of course must be removed every 
morning as it is directly in the path of 
those entering the store. 

Shoes are always in the foreground, 


ntion to featured items during the night. 


with a silk pad under them to enhance 
the appearance. The background is 
usually made up of one or more card- 
board figures appropriate to the sea- 
son, and over these are draped socks, 
stockings, laces or other articles from 
stock. 

The small display stands out so 
prominently under the spotlight in the 
darkened store that the eye is instantly 
attracted and the shoes on the floor get 
almost as much attention as do those 
in the adjacent display window. 
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SIZE AND 
WIDTH WANTED 


AIRFLOW 


$8 Per Pair (ANY SIZE ) 
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AIRFLOW 
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‘FOOT RELIEF 30 DAYS 


? arci-Ezurs MONEY BACK Free Trial 


THE 


© Non-Metallic 


ADJUSTABLE 
ARCH-EZUR 


© Soft and Flexible 


WOMEN’S SIZES, 3 TO 12 
MEN’S SIZES, 5 TO 14 


faction or no sale. 


Manufacturers of 


Fit same size as shoe. 
Retails at $1.00 a pair; 
dealer’s price, 60c a pair; 
dozen lots, $6.50 per doz. 
Try sample dozen. Satis- 


SALESMEN WANTED 


C.H. STEMMONS MF6.CO. 


Arch Supports and Accessories 
1024 McCEE STREET 
FEELS AS SOFT AS THE HUMAN HAND KANSAS CITY, MISSOURI 


SHOCK ABSORBING HEEL. 


DEALERS and DISTRIBUTORS WANTED —wiite for free literature giving full particulars 


and special advertising help. 
GENUINE STEER HIDE ARCH SUPPORTS MADE SPECIAL. 


Travels Chicago Territory 


Cuicaco, I1t.—Morrie Feldman is 
now traveling the north side of Chi- 
cago for the Tober-Saifer Shoe co. 


Open Specialty Division 


SCRANTON, PENNA. — The Hi-Style 
Shoe Company, a specialties division of 
the Arenberg Plotkin Shoe Company, 
Scranton, has been established with 
showrooms and warehouse at 339 Penn 
Avenue. The Hi-Style Company has 
been formed to facilitate the handling 
of promotional footwear in house slip- 
pers, women’s novelties, and arch-type 
shoe lines. 

The Hi-Style division will be under 
the general supervision of H. W. 
Markowish, traveling representative in 
north-eastern Pennsylvania. Bernard 
Steyer, representative in Pennsylvania, 
New Jersey and West Virginia is in 
charge of sales, and will assist Louis 
E. Arenberg in the buying. 


Chalking Up Sales 

MILWAUKEE, Wis.—C. L. Patterson, 
covering North and South Carolina, 
Georgia and part of Virginia for the 
Huth & James Shoe Company, Mil- 
waukee, is the firm’s leading repre- 
sentative from the standpoint of sales 
in both pairage and dollar volume. 

Mr. Patterson started in the shoe 


business as a retail clerk about 18 
years ago, eventually becoming adver- 
tising manager for three stores and 
finally working up to general manage -. 

He gtarted with Huth & James about 


Cc. L. PATTERSON 


10 years ago covering the same terri- 
tory he now has. Through intensive 
work in his territory and by taking 
an active interest in the personnel of 


the stores in his district, he is now 
well known and popular there, which 
in no small way is reflected in the 
business he writes up each season. 


Chicago Travelers Hold 
Annual Outing 


CuIcaGo, ILL.—More than 100 mem- 
bers of the Chicago Shoe Travelers’ 
Association and a number of retailers 
attended the annual picnic outing of 
the association, August 24, at the farm 
of George N. Groves. The highlight, of 
the day was the ball game in which 
Norman N. Souther’s “Old Timers” 
beat Mortimer Marks’ “Upstarts,” 
9 to 6, in a five-inning game. 

Fred Best, who is not in the shoe 
business but who has an interest in all 
shoe men as manager of the Morrison 
Hotel, pitched the last two innings and 
struck out the opposing side. Although 
there were no home runs, Pete Ware 
was credited with a 1000 batting 
average, having been up at bat three 
times, and getting two doubles and a 
single. 

Rube Metz, of Metz Shoes, won the 
sweet corn eating contest by eating 14 
ears of corn, with Moe Goldstein, buyer 
for the Boston Store, a close runner- 
up. Other activities included cards and 
horseshoe pitching. 

Mr. Souther presented Mr. Groves 
with a dozen engraved steins, the gift 
of the association. 
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Ballet Slippers 


| PROFESSIONAL BALLET SLIPPERS ! 


dditional street shoe 
sale. 


HARD TOE, Pink, 
black, white * $2 pr. 


SANDAL, Fawn or 
rl suede pr. 


Write for complete catalogue 
AMERICAN TOE SHOE CO. 
152 West 44th St., N. Y. C. 


Bowling Shoes 


PROFESSIONAL 
BOWLING SHOES 


BROOKS SHOE MFG. 
Swanson & Ritner Sts., Phi 


CHROMSTEEL FURNITURE 
FOR SHOE STORES 


Your customers will like the modern style 
and comfort of Howell Chromsteet:You'll 
like the way it looks and wears.Write for 
Catalog of Shoe Store Equipment now. 


HOWELL 


ST. CHARLES 
ILLINOIS 
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William Solar Assistant 


To Compo President 


Boston—William Solar has been ap- 
pointed assistant to W. H. Bresnahan, 
recently elected president of the Compo 
Shoe Machinery Corporation. In this 
position, he will take care of the con- 
tact work with Compo licensees giving 
special attention to merchandising of 


WILLIAM SOLAR 


Compo Shoes throughout the United 
States. He will also assist in the ad- 
vertising policy for the company. He 
is well prepared for these new duties, 
having spent nine years as salesman for 
the Compo Shoe Machinery Corpora- 
tion, and he has a wide acquaintance in 
the shoe business from coast to coast. 

He is a member of a family long 
identified with the shoe business. Bill 
Solar worked in Lynn shoe factories 
when a boy and started out as a shoe 
salesman immediately after his gradua- 
tion from Lynn English High School. 
After spending two or three years in 
Lynn, upon his completion of high 
school, Bill Solar became connected with 
a French concern for a number of years, 
which was affiliated with the shoe busi- 
ness. 

In 1930, he left this concern and be- 
came associated with the Compo Shoe 
Machinery Corporation. His recent 
work has been largely confined to the 
eastern territory, but in his new capac- 
ity he will work with all the branch 
offices of the company and will main- 
tain the merchandising contacts which 
were previously taken care of by his 
brother, the late Barnard S. Solar. 


New Children’s Catalog 


ANNVILLE, Pa.— The A. S. Kreider 
Shoe Company has recently issued an 
attractive new catalog of their instock 


lines which comprise .shoes for babies- 


through to growing girls. 

The 32-page book, measuring 8% by 
11-inches, is printed on coated stock in 
black and orange. Four shoes are dis- 
played on each page with the specifi- 
cations of each clearly listed below the 


KNOWN NAME 


(esr, baby sh 


makes the best sales record 
. . the best profit for you. 
You can capitalize on the 
outstanding name in baby 
shoes . . . Mrs. Day’s Ideal 
. known to thousands of 
parents, having a high repu- 
tation and consumer prefer- 
ence from coast to coast. 
Write for complete informa- 

tion to 

MRS. DAY'S 


IDEAL BABY SHOE CO., 
DANVERS, MASS. 


Ballet Slippers 


Featuring the Only 


-NOI-Z-LESS TOE SHOE 
_ WRITE FOR CATALOG 
BEN & SALLY 
DANCE FOOTWEAR 
244 WwW. 42nd St., N.Y.C. 


illustration. This, coupled with plenty 
of white space on each page, makes it 
an easy catalog for the retailer to order 
from. 


Sterling Last to Show 


New York—Exhibiting for the first 
time, the Sterling Last Corporation 
will have a display at the Allied Shoe 
Products Show at the Belmont Plaza 
Hotel, Sept. 15, 16, 17. The newest 
in lasts will be shown, covering the 
entire range from the lowest play heels 
to the highest opera heels. 

Sterling representation at the show 
will be headed by John Laycock—to 
give buyers advice on fitting and style 
properties of lasts. In constant atten- 
tion will be David Sterling, Frank 
Dietz, Everett Kennerson and George 
Haywood, who will be there-for consul- 
tation with manufacturers on new 
wood. Sterling expects to entertain 
several buyers from South America 
who have signified their intention of 
being at the show. 


} 
ens Men ‘Ont 
Bal Oxford Oxford 
$2.75 $2.70 $2.45 
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| 
| 


BOOT ano SHOE RECORDER, September 7, 1940 


Coward Again Presents 
Style Plus Comfort Shoes 


New York—Combining their custo- 
mary hospitality and showmanship, 
the Coward Shoe Co. presented their 
new Fall shoes at an informal cocktail 
party at the Waldorf-Astoria the last 
week in August. The variety of types 
shown made an unusually complete 
line. 

In walking and campus shoes the 
extremely flexible sole was the out- 
standing feature throughout. Models 
combining alligator calf with suede 
were attractive in brown and black. 
In the military trend was a one-piece 
oxford of water-resistant leather, with 
built-up leather heel and very flexible 
forepart. Antiqued alligator calf was 
also shown in this group. 

Low heels on dressier models were 
extremely smart and youthful. Trim- 
ming treatments included stitching, 
braid and, in one very attractive shoe, 
an alligator calf button and a little 
smooth leather piping to brighten the 
black suede. 

Stepins are considered more impor- 
tant than ever by this style-minded 
firm. They have been skillfully con- 
structed so that this style can now be 
worn by many women who formerly 
found it uncomfortable. Asymmetric 
treatments were used with marked suc- 
cess on several of these shoes. In this 
group, too, braiding and buttons were 
favorite forms of trimming on the 


(See LEATHER SECTION 
Pages 62 and 63) 


FOOTWEAR, erred MEN AND 
WOMEN, SELLING FROM COAST 
TO COAST. POPULARLY PRICED 


Colt Creme? 


BOSTON, MASS. 


ciry” tos. ANGELES 


popular black suedes. It should be noted 
that this house finds an increasing de- 
mand for brown. 

To remind the onlooker that Coward 
still caters to its old trade, a special 
display showed some of the shoes in 
the orthopedic stock department, which 
includes 178 sizes and widths. 


Canadian Shoe Purchases 
From U. S. Drop 


MONTREAL, CANADA—Boots and shoes 
from the United States, brought in by 
returning Canadian tourists under the 
$100 exemption from duty law dropped 
sharply in July when they were valued 
at $40,089, compared with $90,849 in 
July, 1939. 

In the seven months ended July 31, 
1940, American boots and shoes import- 
ed in this way were valued at $376,271. 
In the corresponding seven months of 
1939 the value was $503,633. 


Curry Burdine Shoe Manager 


MiaMI, Fia.—W. H. Curry is the 
new manager of the women’s better 
shoe department at Burdine’s. He suc- 
ceeds R. L. Bowen who resigned some 
time ago to accept a position in a north- 
ern city. Mr. Curry has been with 
Burdine’s for ten years, leaving them 
for a short time in 1938-39 when he 
was connected with Franklin Simons, 
of New York. 


Sizes 
6%/9 
Style 772—-White with Brown Elk Saddle 
Style 774—-Brown with Smoke Elk Saddle 


GET THE NEW BUSINESS 


Every store that lives a family shoe life 
needs a department of ELAM Pre-Welts 
to round out its complete service. For 
tgs Mal sake write for ELAM book- 


Fa ELAM SHOE CO. 
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Workshoes 


“CAN INNERSOLES 
BUILD GOOD WILL?” 


INNERSOLES - COUNTERS - WELTING 
EDGAR S. KIEFER TANNING CO. 


Soles: Chicogo, 223 W. Lake St. Boston, 42 Lincoln St. 
TANNERIES AT GRAND RAPIDS, MICHIGAN 


Riding Shoes 


JM.CONNELL 
SHOE CO. 


ORRAINTREE MASS 


Stevens Travels Southeast 
For J. P. Smith 


ATLANTA, Ga. — Frank M. Stevens, 
formerly manager of the Hanan & Son 
store, here, for the past several years, 
has recently joined the sales staff of 
the J. P. Smith Shoe Co., Chicago, and 


FRANK M. STEVENS 


will represent that firm in the south- 
eastern territory. 

Well known in retail shoe circles here, 
Mr. Stevens was formerly president of 
the Southeastern Shoe Travelers As- 
sociation. 

He will assume his new duties on Sep- 
tember 9. 


Jay-Thorpe Department 
Remodeled 


New York—The shoe salon of Jay- 
Thorpe, Inc., has recently been re- 
modeled along with two other main floor 
departments of this well known Fifth 
Avenue store. 

The shoe salon is under the direction 
of Jack Sommers who formerly operated 
his own store in New York. The design 
of the department is a modern version 
of the classic, in rose-beige relieved at 
intervals with cream leather surfaces, 
with a metal studded decorative motif, 
and mirrors. 

The walis have several small display 
niches illuminated on each side with 
fluorescent light. The carpet is a warm 
sand color and the furniture is covered 
in rose-beige. 


Edward F. Vizner 


CLEVELAND, OH10O—Edward F. Vizner, 
28-year-old shoe store operator at 104- 
11 Union Avenue, this city, died sud- 
denly recently after a short illness. 

Three years ago he opened a shoe 
store at the above address. He took 
a good deal of civic interest in the 
store’s neighborhood and as a result 
was elected a trustee of the Woodland 
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THE BASS 
RANGER 


Bur before that it goes hunting, where 
its double construction keeps a pair of 
feet dry and comfortable. And even be- 
fore that, it rings up a good sale on 
some dealer's cash register. Don't over- 
lcok the possibilities of extra profits in 
the nationally advertised line of Bass Out- 
door Footwear. If you have no Bass cata- 
hands. Order now for plus sales this fall 
and winter. G. H. Bass & Co., Dept. 
BS-!, Wilton, Maine. 


BASS MOCCASINS 


Hills Community Business Men’s As- 
sociation. 

Prior to opening his store, Mr. 
Vizner was with the basement shoe de- 
partment of the May Company, here. 

He is survived by his widow, his 
parents, a sister and a brother who is 
at present assistant basement buyer for 
the May Company. 


Guest of Trade 
Commission Head 


Boston, Mass.—Gilbert Supple, of 
the Barbour Welting Company, Brock- 
ton, recently spent two weeks of his 
vacation in Washington, D. C., as the 
guest of Commissioner Robert E. Freer 
of the Federal Trade Commission, and 
Mrs. Freer. 

Mr. Supple met many of the mem- 
bers of the several committees on na- 
tional defense, and with Commissioner 
Freer attended a conference held by 
the consumer section of the National 
Defense Commission at the Carlton 
Hotel. 


Bowman Bros. Open 
New Store 

DeKazs, I1t.— Bowman Bros. held 
the formal opening of their new store 
at 237 East Lincoln Highway, here, re- 
cently. 


coon 
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THESE WORLD FAMOUS 


ENGLISH 
RIDING 
BOOTS 


ARE MADE IN ENGLAND 
BY MASTER CRAFTSMEN ONLY 


IN STOCK 


ALSO FIELD, AVIATOR & 
JODHPUR BOOTS 


MANFIELD & SONS 


325 ARCH STREET 
PHILADELPHIA, PA. 
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To “Crack Down” on Undue Price Boosts 


Consumer Division of National Defense Advisory Commission 
Holds Advertising to Induce Public to “Beat the 
Price Rise” Particularly Obnoxious 


WASHINGTON, D. C.—Pledged to pre- 
vent unwarranted price increases, 140 
retailers met in Washington on April 29 
with the Consumer Division of the Na- 
tional Defense Advisory Commission 
and elected a Retailers Advisory Com- 
mittee headed by Fred Lazarus, Jr., 
vice-president of the department store 
firm of F. & R. Lazarus & Co., Columbus, 
Ohio. 

The committee will complete its or- 
ganization at Washington on Sept. 16 
and 17. Meanwhile it is studying means 
to effectuate a resolution adopted unani- 
mously at the conference to devote ef- 
forts “to prevent so far as possible any 
unjustifiable rise in retail prices, by 
urging upon the general retail trade 
vigorous opposition to all price increases 
which appear to be unwarranted and 
which cause difficulty to the government 
and the consuming public.” The resolu- 
tion was offered by Oswald Knauth, 
chairman of the Economic Advisory 
Commission of the National Retail Dry 
Goods Association, who also was chosen 
as a member of the Retailers’ Advisory 
Committee. 


In addition to Mr. Lazarus and Mr. 
Knauth, the committee includes Horace 
Ackman, Casanova, N. Y., National As- 
sociation of Hardware Dealers; Bruce 
McLeish, Carson, Pirie & Scott, Chi- 
cago; Lewis Cole, chairman of the ex- 
ecutive committee of the National As- 
sociation of Food Chains, Louisville, 
Ky.; Garrett van der Hooning, past 
president of the National Independent 
Grocers Association, Grand Rapids, 
Mich.; Clark Mauchley, New York, of 
the United States Chamber ‘of Com- 
merce; John Goode, druggist, Asheville, 
N. C., and J. Judson Huffard, Bluefield, 
W. Va., president of the National Re- 
tail Furniture Dealers Association. 
L. E. Langston, executive vice-president 
of the National Shoe Retailers Associa- 
tion, was in attendance at the meeting, 
as were a number of prominent retail 
shoe merchants. 

Called by her, Miss Harriet Elliott, 
consumer adviser on the National De- 
fense Advisory Commission, opened the 
conference, which was highlighted by 
warnings against price advances. Miss 
Elliott spoke of the “self generating 


character of a price spiral” and urged 
cooperation “by an adequate exchange 
of information and by a self-imposed 
determination to abstain from specula- 
tive profiteering.” 

“Specifically, I have in mind at the 
moment a type of advertising which is 
being used by some merchants who are 
urging consumers to ‘buy now before 
the prices go up’” said Miss Elliott. 
“That is a type of scare advertising 
which contributes very definitely to the 
development of just that kind of price 
spiralling that we ought to be resisting 
with every means at our command. Re- 
sponsible leaders in the retail field have 
already expressed their alarm over the 
use of this type of sales stimulation and 
I know that efforts are being made by 
some of your associations to check it as 
far as possible. In this office we are 
also following the situation closely and 
urging the avoidance of such advertis- 
ing practices. In general, these prac- 
tices are contrary to the consumers’ 
interests and are contrary to the in- 
terests that all of us have in the main- 
tenance of the greatest possible eco- 
nomic stability during the present 
period of crisis.” 

More bluntly, Ben Lewis, chief econo- 
mist in the office of consumer adviser of 
the defense commission, said that the 
commission will act “tough” to protect 
the consumer. He said he knew of no 
major sacrifice the consumer should 
make as a result of the defense drive. 
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For more than 50 years, 
America's foremost line of 
dance footwear and ac- 
cessories! Shoes for every 
type of dance. Complete 
stocks, ready for immedi- 
ate delivery. Send for new, 
24-page catalogue. 


[CAPEZIO 


Established 1887 


MAIN OFFICE & FACTORY, 


36-20 33rd St. 
City, N. Y. 


Jobs 


| Women’s Samples 


Current Suedes and Leath- 
ers in novelties from $8.95 
to $12.95 factories. 
Priced Right 
° 


Baris Shoe Co., Inc. 
79 Reade St., New York 


Fine Shoe Jobs from Fine Sources. 


Women's Shoes 


HAND TURNED COMFORTS 
14 sumbers IN STOCK 


RETAIL 


Developing the clear suggestion that 
the government will crack down on un- 
justified price increases, Mr. Lewis said: 

“We shall not ignore the appearance 
of out-of-line prices, nor shall we ac- 
cept them as inevitable features of a 
production and marketing system busy 
with defense. To the best of our abil- 
ity we shall undertake a realistic analy- 
sis of threatened or actual increase in 
prices and shall seek an explanation 
from parties participating in the in- 
crease in those cases where our study 
discloses no sound economic cause or 
purpose. If the explanation does not 
explain, and if the increase is not 
abated, we shall be prepared to resort, 
through the commission, to publicity. In 
extreme cases, where the facts warrant 
and will sustain such action, we shall 
not hesitate to call upon the assistance 
of the appropriate government agencies 
in breaking log jams which clog the 
channels of consumer goods and threaten 
the program of civilian defense.” 


Mr. Lazarus, speaking for the retail 
trade, told the delegates that if they 
fail to discipline themselves, “we can 
look forward to government regulation 
such as we have never known before.” 

“Retailers must restrain themselves 
from advertising that since in war time 
prices are likely to go up, consumers 
should buy now,” said Mr. Lazarus. 
“There has been altogether too much 
of this in the last six months. There 
is, of course, a short-run advantage to 
be gained by advertising that the con- 
sumer can save money by buying now. 
There is no long-run advantage. If the 
ery succeeds in creating public hysteria, 
it cannot help promoting an immediate 
shortage of goods and price dislocations. 
If it does not produce hysteria, that is, 
if the public does not believe it, it may 
lead to a buyerd’ strike. Here again 
widespread information to the public 
about the supply of goods will be an 
indispensable aid in self-control for the 
highly competitive retail business. 

“If retailing’s lack of foresight makes 
controls necessary after the opportunity 
offered us at this meeting today, retail- 
ing has itself to blame.” 

H. Gordon Selfridge, Jr., formerly of 
Selfridge’s Provincial Stores, Ltd., Eng- 
land, described experiences of British 
retailers during the first six months of 
the present war. The retail industry, 
he said, played a considerable part in 
the drafting of the retail price control 
law which passed in England last year. 

Lew Hahn, general manager of the 
National Retail Dry Goods Association, 
reviewed the experiences of American 
consumers during the world war. 
Donald Nelson, coordinator for national 
defense purchases, presided at the 
luncheon meeting. Isador Lubin, Com- 
missioner of Labor Statistics and ex- 
ecutive assistant to Defense Commis- 
sioner Sidney Hillman, addressed the 
luncheon session on “Employment, Pay- 
rolls and Cost of Living as They are 
Affected by the Defense Program.” 
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TO 
BUY 


Dancing Shoes 


4 Selva Leader 


Tapstar 


A new offer by SELVA 
—world famous manu- 
facturers of dance foot- 
wear and taps. 


A flexible tap shoe equi 
with professional over-the- 
toe aluminum taps and full 
heel aluminum jingle taps. 
8to 12, B and C Widths $1.50 
12%te3. A,B & C 


Widths 
3%te8 AB & C 
Widths 


Samples on Request. 


209 W. 48TH ST., N.Y. C. 


Manages New Portland Store 

PORTLAND, OrE.—Herbert Witten- 
berg is the manager of the second Port- 
land location of Karl’s Shoe Store, 
which opened in this city in July. 

The store, modernized and decorated 
in keeping with modern trends, has 
two entrances, one at 430 S. W. 6th, 
the other at 529 Washington Street. 
The original Portland store opened al- 
most ten years ago at 348 S. W. Mor- 
rison Street. Other stores of this or- 
ganization are located in California, 
Arizona, Washington and Oregon. 


Correction 

Due to an error, the descriptions of 
two shoes illustrated on the Green Shoe 
Mfg. Company back cover advertisement 
of August 31 were transposed. 

The description of “Plugger” Shoe 
at the top of the page should have read: 
No. 4045 Brown Elk 12% to 3..A to 
D. .$2.45. 

The description of “Verona” at the 
bottom of the page should have read: 
No. 4695 Brown Elk 8% to 12..A to 
D. .$2.15—12% to 3..A to D..$2.45. 
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Tobias Opens New 
Sacramento Store 


SACRAMENTO, CALIF.—Joseph Tobias 
has just opened a new shoe store here, 
at 824 J Street, featuring a complete 
line of orthopedic and fashion footwear. 

The entrance to the new store is 
flanked by aisle windows, with a large 
neon sign overhead. The interior, 60 
feet long, is decorated in rust and Nile 
green with shelves in blonde wood. The 
carpet is rust color and there are foot 
mirrors at intervals along the floor. 
The comfortable chrome chairs are 
upholstered in blonde and Nile green 
leather to harmonize with the color 
scheme of the store’s interior. 

Along the walls are hanging shelves 
carrying displays of the new Fall 
styles. 

The men’s department is on the mez- 
zanine floor, fenced off by hand wrought 
iron railing. The whole store plan has 
been especially designed for a long 
narrow store space. 

Tobias started in the shoe business 
in 1914, and since then has had a wide 
experience in the trade. He has worked 
in style and sales promotion, and been 
connected with the manufacture of 
shoes in New York, St. Louis and San 
Francisco. He came to Sacramento in 
1934 and was former owner of the X- 
Ray Shoe Store, which he operated for 
six years. The new store will be man- 
aged by Ray Cole, who has had a num- 
ber of year’s shoe experience in Sacra- 
mento. 


Named Plaut-Butler Stylist 


ROCHESTER, N. Y.—Paul Chevillat, 
well-known designer, who styled shoes 
for C. P. Ford & Co., who discontinued 
shoemaking recently, has been made 
stylist of Plaut-Butler, Inc., Cincinnati 
manufacturers of footwear for women, 
and entered upon his new duties. 

Mr. Chevillat, who was born in 
France and learned shoe making and 
designing at noted custom shops in 
Paris, subsequently was designer for 
shoe firms in Italy and Switzerland, 
coming to America in 1909 to become 
designer at the former Mackey’s in 
Brooklyn. 

Seventeen years ago he became styl- 
ist at the Ford factory. Through close 
association with salesmen, he knew 
fashion trends intimately, interpreting 
them in changing styles. 


Oldest Retailer Celebrates 
83rd Birthday 


BurraLo, N. Y.—Daniel Blum, old- 
est active merchant on Main Street, 
in Dansville, N. Y., celebrated his 83rd 
birthday, Aug. 24. Mr. Blum is senior 
partner of Daniel Blum & Son, retail 
shoe store, a business he established in 
his youth, and is president of the Blum 
Shoe Manufacturing Co. Although 
health does not permit him to attend 
his business daily, he looks after affairs 
at his store at least once a week. 
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SPEAKING OF 
| EVALINE says: 


“WE'RE NOT THROWING THE BULL EITHER” 


(See LEATHER SECTION 
Pages 62 and 63) 


William Winfield 


PrTTsBURGH, Pa.—William Winfield, 
one of Pittsburgh’s foremost shoe men, 
passed away recently at the age of 56. 
For twenty years Mr. Winfield was 
head of Redman Shoe Corporation, 
operating chain stores of popular- 
priced shoes for men, the first of its 
kind organized in the county of Alle- 
gheny. 

Mr. Winfield has been active in the 
Shoe Merchants Association and was 
one of the best-liked shoe figures in 
the entire city. Prior to his death, he 
had been associated with Green & Com- 
pany in the prescription shoe field. 

He is survived by his widow, a son and 
a daughter. 


Scientific Knowledge 


[CONTINUED FROM PAGE 26] 


the factory of the Posner Shoe Company 
of New York, constitute the line for 
juveniles. Dr. Scholl’s arch supports 
and arches that are made by Mr. Still- 
man comprise additional offerings in 
foot correctives. 

How is fitting satisfaction insured? 

There is no general rule which can be 
applied to all, says Mr. Stillman, but 
ordinary common sense combined with 
scientific knowledge will show the way 
to fit every foot properly. 


Three types of shoes are in this store 
—the inflare, which is an inverted type, 
the outflare, and the straight last, Mr. 
Stillman proceeds with the story: 

“I first check on the type of foot of 
the customer, determining the size in 
the shoe that seems best adapted to his 
or her individual needs, then make cer- 
tain that there is no pressure from the 
shoe on any part of the foot. 


“Then I make the necessary eleva- 
tions which will yield the maximum 
amount of comfort. No matter how 
long it takes, that result must be 
achieved for each customer. There is a 
great deal of satisfaction in bringing 
relief to aching feet through selling 
shoes which really fit. It pays, too, for 
many customers merely duplicate their 
first order when they return. They send 
relatives and friends. 


“A card is made out for each sale, 
with a complete record of the size and 
kind of shoe, as well as each correction 
made. For a growing number, re- 
orders run something like this: “Same 
make of shoe, same last, same cor- 
rections.” 


Correct Answers to the Test 
on Merchandising Arithmetic 
[SEE PAGE 34. 1.(c); 2.(p); 3.(a).] 
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SALESMEN WANTED 


FOR SALE 


LINE WANTED 


SIDE LINE SALESMEN 
WANTED for territories 
over entire United States to 
sell on commission basis, a 
strong line of in-stock qual- 
ity, style, moccasins. Misses’, 
Boys’, Women’s and Men’s, 
retailing at $2.00. We must 
have complete written infor- 
mation, including present 
connection and territory, ref- 
erences and photo. 
Address 857 care 


BOOT & SHOE RECORDER 
140 Federal Street, Boston, Mass. 


XPERIENCED SALESMEN WITH BET- 
TER DEPARTMENT AND_ RETAIL 
STORE CONNECTIONS IN ALL TERRI- 
TORIES WANTED TO SELL, ON COM- 
MISSION, NEW AND BETTER LINE OF 
MEN’S SLIPPERS AND SANDALS. _ AD- 
DRESS $878, CARE BOOT & SHOE 
RECORDER, EAST 42ND STREET, 
NEW YORK, 


ANUFACTURER who makes a complete 

line of men’s and boys’ work and service 
shoes wants experienced salesmen to sell the 
department stores and retail trade. When in- 
quiring state full particulars and territory cov- 
ered. Territory open—Most states west of 
Mississippi; also Ohio, Maryland, Delaware, New 
Jersey, western New York, Massachusetts, 
Rhode Island, Connecticut, Virginia, Illinois, 
Washington, D. C., western Pennsylvania. Ad- 
dress $875, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 


AL ESMEN WANTED to handle men’s, wo- 
men’s and children’s 
volume buyers. Strictly commission 
Territories o in South, Southwest, Mid- West 
and West Coast. Address $874, care Boot & 
—_ Recorder, 140 Federal Street, Boston, 
ass. 


ALESMEN WANTED to sell Men's and 

Women’s popular priced Arch Supports as 
side line, direct from factory. Write for at- 
tractive proposition. Send reference, and state 
line and territory you cover. C. H. Stemmons 
Mfg. Co., 1024 McGee Street, Kansas City, 
Missouri. 

ALESMEN wanted to add side line Mexican 

Huaraches. Sell on sight year ‘round. No 
competition. Huaraches ideal for school, house 
and utility purposes. Fast sellers and quick 
repeats. Strictly commission. Fertile territory 
open. Jose Import Company, Post Box 
2201, Houston, Texas. 


BUSINESS OPPORTUNITY 


PPORTUNITY! Would like to rent out con- 
cession 7 a big family shoe store for 
and hose, 100% location. RUDY’S SHOES, 
INC., 131 "SMITH STREET, PERTH AM: 
BOY, N. J. 


ESTABLISHED corrective shoe store with 
good following. High-grade line. Operat- 
ing record good Excellent opportunity for 
man with orthopedic experience who has be- 
tween $4,000 to $6,000 cash. Address $859, 
care Boot & Shoe Recorder, 209 So. State 
Street, Chicago, Il. 


SHOE FACTORY LINES WANTED by 
alert, energetic and experienced salesman 
covering all reputable men’s, women's, and 
children’s factories in and around St. Louis 
and surrounding territories, including Illinois 
and Tennessee. Commission or salary basis con- 
sidered. Address $877, care Boot & Shoe 
Recorder, 1627 Locust Street, St. Louis, Mo. 


DISPLAY MANAGER 


Display 
MANAGER 


One of New York's leading 
chains of men’s shoe shops of- 
fers an exceptional opportunity 
to a man who can prove he has 
outstanding capabilities, thor- 
ough knowledge of all modern 
materials and techniques, the 
ability to trim windows as well 
as plan them, and who can con- 
tribute ideas as weli as execute 
ours. To such a man we offer 
an enviable New York post, a 
satisfactory salary to begin with, 
and every chance to go places. 
Write confidentially full details 
of your personal history and 
business experience and accom- 
plishments, and if possible send 
photographs showing samples of 
your work; these will be re- 
turned, of course. 


Address Box No. 873 
BOOT AND SHOE RECORDER 
100 East 42nd St., 

New York, N. Y. 


POSITION WANTED 


RETAIL SHOE SALESMAN, over 15 years’ 
experience; will go anywhere. Address $876, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y. 


YOUNG MAN, 37, MARRIED, FINE PER- 
SONALITY, 17 years’ retail shoe selling 
and assistant managing experience, seeks posi- 
tion with fine retail shoe store, chain, or 
department store; sold better and medium 
priced shoes. Best references. Willing to leave 
town. Address $872, care Boot & Shoe 
~ 1. me 100 East 42nd Street, New York, 


WANTED MANUFACTURERS’ LINE OF 
SLIPPERS for Texas, Oklahoma, Arkansas; 
Indian Moccasin and Boudoirs, popular priced. 
Sell best rated merchants; Best of references. 
Address $879, care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 


DEPARTMENTS FOR RENT 


NDIVIDUAL RESPONSIBLE EXPERI- 

ENCED SHOE MAN has the o unity to 

lease established shoe department. ‘or further 

~~ see or write The Lauber Co., Inc., 225 
. 34th St., N. Y. 


HOTELS 


Ath ROOMG 
ONDITIONED 


oe Re- ‘Shaping De 


DUNDE SHOE RE-SHAPING DEVICES. INC 
753 Irola St., Los Angeles, Cal. 


mum charge, 75 cents. For all 
address should be counted. 


When a box number is desired twelve 


CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted” advertisement is 4 cents per word for all undisplayed advertisements. 


Mini- 
other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
words should be added for the address. In 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Gigosiied advertising is payable in advance. 
Advertisements for this page must be in our New York ‘an of the with publication. “6 


all other cases each word of the 
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Be Market-Wise, Centralize 


You, as a buyer, can find what you want when you want 
it here—with a speed and certainty of selection not 
possible elsewhere. In the Marbridge Building are 
more shoe and allied concerns than in any one build- 
ing in America. 

The Marbridge Building is im the very heart of mid- 
town New York. All the great retail stores are nearby. 
So, if you are in search of ideas, examples and promo- 
tions, center your attention here. 

D. S. Macponatp, Manager. 


MARBRIDGE BUILDING 


47 WEST 34th ST. also 1328 BROADWAY, N.Y.C. 


WANTED TO PURCHASE 


MERCHANTS’ NEEDS 


Buyers of Surplus Stocks 
We will buy am of shoes 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 


BUYERS OF 


MANUFACTURERS—RETAILERS 
SURPLUS STOCKS 
We buy for cash surplus or complete shoe stocks. 
Branded or unbranded. (Generous prices. 
Write, wire or phone. 


BARSH & CEASAR 


14 S. Third St. Philade Pa 
Phone Market 91 


WEBUY 
Entire or Surplus Wholesale and 7 
Stocks. Also randed Shoes such 
Walk-Over, Florsheim, Enna-Jettick, Vital. 
ity, Arch Preserver, Queen Qua lity, 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 

IRVIN BUB N 
“The House of Jobe’ 
898 Reade St., Cor. Church 

Phone Barclay 7-7887. New York City 


SHOE STORES WANTED 
FOR CASH 


retailing men’s, women's shoes from $6.50 
and up having short term leases. 
Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 
unusual references on request. 


PATENT ATTORNEY 


D 
CONFIDENTIAL Z 
ADV 
FREE 


SHOE STORES 


CANNOT AFFORD TO BE WITHOUT 
ONE OR THE OTHER OF THESE 


SHOE STRETCHERS 


THEY STRETCH—THEY LENGTHEN—THEY 

EASE VAMPS—THEY LAST A LIFETIME 

SMALL AND COMPACT BUT PERFECT 
MANIPULATORS 


Made in U. S. A. 


MAJOR-TWIN STRETCHER 


working two shoes at a time—even if or are of 
different size and kind—it renders double 
The price complete including three pairs of Right 
and We Lasts. Vamp Easers and Bunion Irons is 
$30.00 F.0.B. Philadelphia. Weighs 60 Ibs 


Made in U. S. A. 


PARAGON STRETCHER 
COMPLETE WITH 3 LASTS 
VAMP EASER AND BUNION IRONS 
NEW LOW PRICE 
$15.00 F. O. B. PHILADELPHIA. 


Order through your Findings Dealer or write to us 


Laing, Harrar and Chamberlin 
43 N. 3rd St. Philadelphia 


THE BRANNOCK SHOE 
FITTING SYSTEM 
1. Increases Repeat Sales 
Satisfied customers return 
2. Attracts New Customers 
One tells another 
3. Saves 2/3 Of Fitting Time 
Cuts down try-ons 
Write for Descriptive Folder—And list of 


shoe factories offering Brannock Devices 
at Special Cooperative Price. 


THE BRANNOCK DEVICE CO. 
SYRACUSE, N. ¥. 


“THEY LOOK AS THOUGH THEY 
FLOAT ON AIR” 


That's what people along Fifth Avenue are say’ 
about shoes displayed the new INEAL suo 
DISPLAYER. Many smart shops along this famous 
street have added this modern stand as part of their 
permanent It's newer, 

‘ve seen. Shoes look better, 


you" 
more graceful. 
WRITE FOR A TRIAL ORDER 
Som price for either men's 

shoes—spec 


vot per half dozen 


M. D. POLLINGER CO. stamford, Cons. 


940 
(55] 
VF 34° 
HELL OAL, 
ansas; 
yriced. 
ences. 
r, 100 
PERI- 
x } 
a . @.. | 
SHOE 
i. PATENT YOUR IDEAS 
5. | | 
|| 
. 
ANY Invention or Trade Mark _/ 


To Retail Profitably at $i 


One of the country’s most important 
shoe buyers wrote us, “We were 
very much impressed with your 
smart Teen-Type styles. It has 
always been difficult getting pat- 
terns in these heel heights ‘kicky’ 
enough for the sub-deb with sim- 
plicity applicable to the age.” 
Our Teen-Type stock service is 
now complete —immediate deliv- 
eries throughout the season. 
Advertised in 
““Mademoiselle’’ 


Mail this Coupon on Penny Postcard 


Dr. A. Posner, Shoes, Inc. 
140 West Broadway 
New York City 


Gentlemen: Please send your illustrated 
Teen-Type brochure. 


OW. Sidadway, New York, N. 
Pacific Coast Representative 


ASER SHOE COMPANY 
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BOOTS AND SHOES 


ABBOTT SHOE CO., No. Reading, Mass 
AMERICAN TOE SHOE CO., New York City 
BASS, G. H., & CO., Wilton, Me. 
BEN & SALLY, New York Cit 
BROOKS SHOE MFG. co., iladelph 
CAMBRIDGE RUBBER Cco., Mass. 
CAPEZIO, S., New York City 
CONNELL, J. M., SHOE CO., Braintree, Mass. 

. B., co. Rochester, N. Y. 

OE COo., Rochester, N. Y. 

ENDICOTT. SOHNSON CORP., Endicott, N. Y. 
EPHRATA SHOE CO., INC., Ephrata, Pa. cos 
GOODRICH FOOTWEAR, Watertown, Mass. 38 
GOODWILL SHOE CO., Holliston, Mass. 
HERBST SHOE MFG. CO., Milwaukee, Wis. 
JULIAN & KOKENGE COMPANY, Columbus, O. 
KEITH, GEORGE E., CO., Brockton, Mass. 
MANFIELD & SONS, Philadelphia, Pa. 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind. 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, M je 
MUSEBECK SHOE COMPANY, Danville, Ill. 
POSNER, DR., A.. SHOES, INC., York City 
SELVA & SONS, New York Cit 
SPALSBURY, STEIS, DEEVERS SHOE CO., St. Louis, Mo. 
STETSON SHOE COMPANY, INC., S. Weymouth, Mass. 
VIRGINIA SHOE COMPANY, Fredericksburg, Va 


LEATHER AND OTHER MATERIALS 


ARMOUR LEATHER CO., Chicago, III. 
EINSTEIN, J., INC., New York City 

EVANS, JOHN R., 4 Co., Camden, N. J 

KIEFER, EDGAR S. TANNING co., Chica » 
LOEWENSTEIN, HERMANN, New York City 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


AE TROSS CORK CO., Lancaster, Pa. 33 
BURG, S., CO., Boston, 2nd Cover 
COMPO “SHOE MACHINERY CORP., Boston, Mass. 

DAETCH & WOODWARD, INC., Brooklyn, N. Y. 

DANIELS SHOE PRODUCTS Co., Port Chester, N. Y. 

GOODYEAR TIRE & RUBBER CO., Akron, O. 

LITTLEWAY PROCESS COMPANY, Boston, Mass. 

SBICCA-DELMAC, INC., New York City 

STERLING LAST CO., New York City 

TAYLOR, THOMAS, é SONS, INC., Hudson, Mass. 

UNITED SHOE MACHINERY CORP., Boston, Mass 

VULCAN CORPORATION, Portsmouth, O. 


STORE EQUIPMENT AND ACCESSORIES 


BRANNOCK DEVICE CO., Syracuse, N. Y 

DUNDE SHOE RE- SHAPING DEVICES, INC., Los Angeles, Cai 
HOWELL CO., St. Charlies, Ili. 

LAING, HARRAR & Philadelphia, Pa 
POLLINGER, M. D., Stamford, Con 

STEMMONS, Cc. H., MFG. CO., Kanens City, Mo. 


MISCELLANEOUS 


COMPANY, New York City........... 
RSH EASAR, Philadelphia, Pa. 

EASTERN COMMERCIAL TRAVELERS, Boston, Mass. 

HERALD TRIBUNE, New York City... .. 

HOTEL LENNOX, St.Louis, Mo. 

KIRSCH-BLACHER CO., INC., New York City............ TLL 

POLACHEK, Z. H., New York Cit 

RUBIN, IRVIN, New York City 


LEATHERS—SECTION TWO 


AGOOS LEATHER Sg INC., Boston, Mass. 

ALFRED VAMOS, New York City 

ALLIED KID CO., Boston and New 

AMALGAMATED LEATHER COS., Wimingtsn, Beh... 
AMERICAN HIDE & LEATHER Co., Boston, Mass. 

DONOVAN, F. C., INC., Boston, Mass. 103 
DUNGAN, HOOD 4&@ CO., Philadelphia, Pa. 66 
EVANS, JOHN R., & cé., pt ete 62, 63 
GALLUN, A. F., é SONS ‘CORP., get ee 78 
HUBSCHMAN, E., & SONS, ING., Pa. 

HUNT-RANKIN LEATHER Co., B 

LEVOR, G., & CO., 

MONARCH LEATHER COMPANY, Chicago, Ill. 

OHIO co., Girard, O. 

ROSS, A. H., & SONS Chicago, 101 
SETON LEATHER CoO., Newark, N. 
SURPASS LEATHER Co., Philadelphia, Ch 
TANNERS COUNCIL OF AMERICA, New York City................ 
TROSTEL, ALBERT, & SONS CO., Milwaukee, Wis. 

UNITED STATES RUBBER CO., Lastex Div., New York City 
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[62] 
sENO K 
| IS NEWS IN ANY LANGUAGE! 
HERE’S OUR BIG STORY FOR THE SHOW. Here’s the 1 
Evans tannage that’s going to be famous. Watch it! A genuine glove-tanned goatskin wi 
. glove-leather appearance and shoe-leather performance! 
Supple as a Spanish dancer, soft as a Senorita’s sigh. The leather that’s clicking Ii 
is castanets. Don’t miss it at the Waldorf! (Booth No. 2) 
You buyers with your ear to the ground know what’s coming in shoes. Important 1 
1 constructions for more and more foot freedom. Softer, lighter, airier shoes all the ti 


Valencia fits in, ties up with the trend. 


e 
VOns kid Le 


JOHN R. EVANS & COMPANY : CAMDEN : NEW JERSE x 
Established 1857 
| 


—— 
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YOUR CUSTOMERS WILL BE CALLING...LOUD...FOR... 


TRADE MARK 


DESIGNERS LOVE IT because it handles so beautifully — perfect for draping and 


pleating. Women will love it because it’s so easy on the foot ...and on the eye. It’s got 


everything to make the new soft, supple shoes. Feels like a glove. Looks like a million. 


AG E! € 


PASADENA 
’s the CALIFORNIA 


tskin wi 


— 


cking |i 


“Packets”, the new patented* “Cool-ees” 


ortant 0 
and their matching bags. 
| the wi Advertised in 
September MADEMOISELLE 
in which Joyce says: — 


“EVEN THE LEATHER IS NEWS” 
And it 7s news. Big news! 


*U-S. patent number 2067963. 
Design patent number 121344. 


© 1940 John R. Evans & Co., Camden, N. J. 


| 
among the first to feature alentia 
at N \ 
JERSEM 


SPRING 21941 


AS APPROVED BY 
THE TANNER’S COUNCIL COLOR COMMITTEE 


“OFFICIAL ‘evenine OFFICIAL. They do not approximate ‘the: 
AMERICAN LEATHERS shades end. tints, ARE the 
SEPT. /6-/7 
NEW YORK 
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. . dresses the foot with 
youthiul grace 


always an “extra pair” | 
sales builder 
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xp /eathers 


SINCE 1870 


SALES AGENCIES 


CINCINNATI 
W. D. Cost & Company 
307 E. 4th St. 


SAN FRANCISCO 


MacPherson Leather Company, Inc. 


Main Office: 815 Mission St. 


MILWAUKEE 
C. E. Becker & Co. 
647 W. Virginia St. 


ST. LOUIS 
C. A. Seiling & Company 
1709 Washington Ave. 


Constant Vigilance That 


SAFEGUARDS Your Interests: 


Booth 53 
Waldorf- Astoria 
Sept. 16-17 


The confidence and esteem enjoyed by Dunhood Leathers since 
they first appeared on the market seventy years ago is due in 
large part to our ceaseless watchfulness for,and immediate adop- 
tion of, any improvement that will help us furnish manufactur 
ers with the finest kid leathers that the latest, scientific methods 
of tanning and finishing will produce. The firm texture, fine, 
smooth grain and beautiful, clear colors of Dunhood Leathers 
are all a direct result of doing things in the good old American 
Way of unremitting enterprise and progressive improvement! 


BLACK BROWN BLUE GLAZED SATIN DULL 


DUNGAN, HOOD CO., INC. 


240 WEST SUSQUEHANNA AVE., PHILADELPHIA, PA. 
BOSTON, 83 SOUTH ST. 
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Official Opening 
American Leathers 
you will see 
MoNERLY DIVISION'S 
Browns and blues in 
af GLAZED KID, Spring choice . . . ee 
STERLING DIVISION'S 


All-American GOLD and SILVER KID .. . afets 
SHADOW PATENT, new subtle trimming. 


rs si -resistant sof 
sinc: » soft NUROCCO ... 
‘due in 
e, fine at 
athers 


BOOT ann SHOE RECORDER, September 7, 1940 


ic 
America 


‘tati 
jal Opening 
Leathers 
TANDARD DIVISION'S 
DOESKIN 
and GLAZED KID . - - 
Soft, grained BALI. - - 
matched to fashion colors. 


Twin-matched VODE 


| 
oni 
= 
= 
= 
3 


=> 


SPECIALTY DIVISION 


LININGS, 


4 
ee 
ee 
‘ 
eee 
ee 
eee e 
: eee 
ee 
eee ‘ 
ee 
eee 
eee 
eee ‘ 
eee 
eee 
eee 
i eee 
eeee 
eee 
We 
eeee 
eeee 
eeee 
eeee 
eeee 
e@eees 
eeee 
eee#e 
eeee#e 
eeeee 
eeeee 
@¢eceee¢8 eeee 
@eeeeee 
seeeeeee eee 
seeeeees eee 
eeee 
eee 
868666868 
eee 
eeeees @ece 
se eeeee is 
ee eee ees 
ees 


BOOT anv SHOE RECORDER, September 7, 1940 


[69] 


Official Opening 
American Leathers 


here you will see 
NEW CASTLE DIVISION'S 


MARACAIN, hand-crafted, 
All-seasonal . . . 
Fashion-preferred GLAZED KID... 


QUAKER CITY DIVISION'S 


Ultimate black, GLAZED KID 
and SILKID ... 
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Harmony with 


Cretan Calf 


puts more “sell” into 
your Spring showing 


The handsome appearance of this sleek vege- 
table-tanned leather gives added eye appeal 
to shoes for the warmer half of the year. With 
ease, the craftsman produces the clean-cut effects in 
punching and foxing so important when combinations 
are in fashion . . . Equally important to your prestige and 
profits is lasting satisfaction to the wearer. Supple first- 
step comfort — retained after repeated wetting and dry- 
ing . . . less susceptibility to the humidity changes which 
cause pinching . . . absence of free acids to affect the 
health of sensitive feet . . . these are advantages common 
to all Gallun vegetable tannages, for all seasons. Check 
the Gallun numbers when ordering from the lines of lead- 
ing manufacturers. A. F. Gallun & Sons Corporation, 
Milwaukee, Wisconsin. 


% Norwegian Calf 


THANKS to the greatest industrial system under the sun, and a world empire 
of raw materials within our borders, AMERICANS NEED MAKE NO CHOICE 
BETWEEN CANNONS AND BUTTER, OR AIRPLANES AND SHOES. THE 
AMERICAN WAY ASSURES US BOTH. 


But, more than that, our great rearmament program can in itself produce 
America’s most prosperous year, with shoe manufacturing and retailing reaching 
an all-time high. 


It may well be our greatest year in shoes, for general retail indices are up, 
industrial production is sky-rocketing, and payrolls are better than they have 
heen in years. With leather prices at a sensible, moderate figure, and labor costs 
as low as we’re likely to see them for years to come, and with stocks the country 
over in a very depleted state, there is no earthly reason for not BUYING NOW. 
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1941 —year of Pan-American good will. 

Thousands of American tourists 
will become ambassadors without portfolio 
ef friendship. But, they'll spread a 
doctrine of American enterprise and sell a 
bill of style and fashion for American 
manufacturers . . . and they'll be wearing 
shoes like those we illustrate as they step 
off clipper or steamer. 


OR the new Spring colors, and their very 

names, paint the broad American scene 
With vivid, bold strokes, and they will make 
Bext Spring and Summer probably the 
Most brilliant promotional canvas you've 
ever seen. Color names of universal appeal, 
Adobe Tan, Patio Beige, Alamo Tan... . 
and, emphatically, not forgetting our own 
American and Dixie Tans. 


Sources of leathers and manufacturers of these 
shoes will be found on page 102. 


war can we tell you about the shoes they will wear, 

NOW? Well, for example, they'll be made from 
American leathers, more universally than ever before. 
They'll probably be made from leathers with more sur- 
face interest than we've ever seen, which indeed is very 
good promotion. And they'll doubtless be in a ruddier 
red shade than we expected, more to the tonation of the 
new Continental Brown. 


TS, 

ie oe — : 


he 


Wir every new season, more Americans are be- 

i -quainted with their own continent from 
Canada to*Mexico. Cruises have taken them to the 
magic islands of the Caribbean, to Central America 
and the nearer South American ports. This year, 
with the doors to Europe and the Orient closed, 
Americans with time and money for long vacation 
trips will naturally turn to South America for a 
change of scene and interest. 

The smart American woman will not go to Paris 
for her new clothes this year. She will outfit herself 
right here in America. By just this simple fact, her 
whole outlook on dress and fashion will be altered. 
America has become her hub of fashion. She will 
dress in the American way, feeling certain that she 
will be as well dressed as—or better than—any 
woman she may meet on her travels. She will in- 
dulge her natural taste for spectator sport clothes, 
colorful, casual and easy-to-wear, but well-tailored 
and trimly fitting, made of the finest American fab- 
rics and leathers. 

The vogue for spectator shoes and casual shoes 
to wear with these clothes will be stronger than ever 
for the coming season. Attractive variations on 
spectator types will be seen. White with tan—Turf- 

[TURN TO PAGE 97, PLEASE | 


Sources of leather used in these pullovers will be . 
found on page 100. 


aon 
j 
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Tue American woman traveling on the North or 
> jcan continents this coming Spring and 
Summer will perform two services for American 
fashions. She will show the women of other coun- 
tries what American designers and manufacturers 
have achieved by working out their own ideas in- 
dependently of Paris. (And Paris, we must remem- 
ber, has always been the Mecca of smart South 
American women, just as well as North American 
women.) At the same time she will be cultivating a 
taste for American—-Central and South American— 
ideas in design and color. 

South American influence on our fashions will be 
strongly felt in color. In the collections of Fall hats, 
a South American feeling in both color and sil- 
houette has been seen. The importance of the beige 
to cocoa to tan to brown family in Spring shoes is 
partly traceable to Mexican and Central and South 
American influences. Natural colors in leathers— 
the natural cowhide, pigskin and reptile colors— 
have been coming into favor in the past few seasons 
from our own Southwest, as well as from further 
south. 

In town tailored and dressy shoes for Spring, 
black patent leather and navy blue in calf and kid- 
skin will no doubt continue to take first place. But 
other blues and the beige to brown family should be 
watched for bigger business this year. Last Spring, 
tan, soft rust shades, cocoa browns were promoted. 
Dark brown in dressy types is gradually assuming 
more importance from season to season. Golden 
and rust browns are being promoted by two leading 
stores right now for early Fall. 

The joint committee which selects the colors for 
each new season has again done a fine and work- 
manlike job, gazing into the crystal with a penetrat- 
ing eye for future fashion developments for Spring 
and Summer 1941. This committee, under the direc- 
tion of the Tanners’ Council and the Textile Color 
[TURN TO PAGE 100, PLEASE] 


Sources of leathers used in these pullovers will be 
found on page 100. 
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For the past three months, headlines, rumor and & 
certainty have taken the ball away from shoe manu fac 
turers and retailers. The shoe gered dou 
has been depressed by the fear of Or i 
ica’s capacity to consume shoes, the pressing 
today and tomorrow, the seasonal wh 


Sek tease has been lost because stocks were 
consumer demand was underesti- 
d the dangers of the future over-discounted. 
dustry, were all overshadowed by ummer came and went bringing with it none 
critical battles in Europe succeeded eachother; er of the cataclysms and only further evidence that existing 
tainty appeared to increase until clear appraisal f mér- urchasing power was supporting sales at the highest 
chandising prospects was stifled by unreasonabl ’ pels i : 
Was realistic i 0 
rade moat yim.» ASAINST a background of carefully documented fact, 
ducers yee the hesitation, the fears and uncertainty that have 
plagued the industry seem unwarranted. In the first 
place, the shoe and leather business of the United States 
is a domestic business. Foreign trade in shoes has been 
fay& annually. less than 1 per cent of the annual turnover and war 
soundest abroad has not skyrocketed foreign demand for Amer- 
business ican shoes. Similarly, exports of leather before the 
war were less than 3 per cent of domestic production 
and orders have not been inflated with foreign demand. 
ing 5 Ssaiinen, the shoe trade seems to In short, war orders have not played any significant 
andamentals. Caution is understand- part in the shoe and leather industries; demand has 
he unknown ; but caution to the point _ not been artificially swung beyond normal levels; peace 
“tend and ignoring consumer would not impose the hardship of cancelled orders nor 
budiness policy. Shoes are precipitously reduce the volume. 
asumption in the immediate Still another factor has been an exaggerated source 
j of uncertainty. Somehow or other the view was preva- 


y months ere retailers as well prepared for last 
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lent that shoe and | lheather 


which grave inventory losses 


by all the standards whi¢ 

scious industry can apply. 

hides were at levels which ig-fafther 
been deemed abnormally low ant’ hic 
been broken on only a few] occa 

prices offered consumers greater 

almost any other commodity. To 

of further price decline can ne er be 4 
is frequently dubious whether the Trew. 
caution can offset the loss 
business opportunities aggres 
comparison of retail sales « 

few months is indicative, thegth 


Consumers have bought as many or more shoes than 
in 1939, but distributors and manufacturers have bought 
goods as though it were a felony to have adequate stocks 
on hand. 


T HERE is one paramount consideration at present and 
that is the economic consequence of national defense 
expenditures. The ultimate scope of the defense pro- 
gram cannot be estimated but it already involves appro- 
priations for the next two years of close to twelve billion 
dollars. These outlays cannot fail to provide a major 
stimulus to industry production. Realism compels 

[TURN TO PAGE 101, PLEASE] 


Realistic Reckoning with Facts Points to Expansion 
of Consumer Demand for Shoes, as Pyramiding Scale 
of Defense Spending Adds More Workers to Payrolls 
of Industry and Creates New Purchasing Power 


HENRY FORD, one of the world's lead- 
ing optimists, said on his birthday recently: 
"The future will bring a prosperity greater 
than any we have known in the past. It will 
come when we all realize that the things 
worthwhile and the things worth having are 
worth working for." 


That's the best sort of a preface for a 
convention of shoe and leather men planning 
futures. 


May we also quote Alfred P. Sloane, Jr., 
one of America's great business thinkers, who 
gives us our keynote: 


"To the extent that our business and industrial 
system can be rebuilt to its former maximum strength 


and efficiency, to that extent will its resources prove 
more effective when and as they are needed. 
"Assuming that the defense program results in ex- 
penditures of, say $4,000,000,000 during the next 
twelve months, this amount would represent only 
about 7 per cent of the estimated total outlay by 
consumers for the peace-time production of com- 
modities turned out by the manufacturing, mining, 
agricultural and construction industries in a year 
such as 1937. We must remember peace-time pro- 
duction adds to our real income; war production 
adds to our expense.” 
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Tue following coordination notes have been issued by 
Margaret Hayden Rorke, managing director of the Textile 
Color Card Association, to guide the shoe and leather in- 
dustry in the promotion of the eleven official colors for wo- 
men’s shoes, adopted for Spring, 1941, by the joint commit- 
tee of tanners, shoe manufacturers and retailers in cooper- 
ation with the color organization. 


COLONY BROWN—The strong fashion acceptance of 
brown places emphasis upon this new cocoa version for 
spring wear with costumes in harmonizing beiges and 
browns, greys, subtle medium blues, greens and the rose 
range. This lighter brown is essentially a high style color. 


CONGA BROW N—This classic shade remains the most 
widely accepted darker brown for basic requirements. For 
town wear with costumes in the entire range of beiges, 
golden tones and browns, various shades of green, soft rose 
tones and greyed medium blues. Used alone or in combina- 
tion with Patio Beige. 


TURFTAN—This lively shade of the capucine rust family 
again rates high in the spectator sports classification, espe- 
cially as a smart combining color with white leathers. Also 
used in combination with other sports shades, including 
Patio Beige and Varsity Green. 


TOFFEE TAN—Darker russet version that continues to 
have favor as a casual shade for town and country wear with 
swagger tailored clothes in beiges, greys, rust tones, the 
entire family of blues and greens. Best adapted to the all- 
over shoe. 


BLUEJACKET—Continues as the most successful basic 
navy for volume business. Blends closely with navy tones 
in swagger tailored clothes, as well as with greyed and 
other subdued blues. Also complements the entire range 
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..-TO SPRING, 1941, COLORS 


of reds, rust or coppery tones, greys and beiges. Used 
alone or in combination with brighter blue, red or beige 


leathers. 


AIRWAY BLUE — Increasing favor is shown for this 
animated light navy that goes smartly with lively costume 
blues in plain or printed fabrics. Also complements vibrant 
yellowish reds, greys, beiges and natural shades, purplish 
or violet tones and sports clothes in white, pastels or bright 
colors. Used alone and important, too, in combination with 
white leathers. 


PATIO BEIGE—For town shoes, this warm beige tone of 
the coconut type is adaptable especially for combination 
with brown or black leathers. It is an exceedingly smart 
shade for sport shoes, worn with slacks and other play togs. 


VARSITY GREEN—The great interest in play or slacks 
shoes again brings into use this widely accepted sports 
green, principally as a combination color with russet, tan 
or beige leathers, as well as with white. 


OLD GLORY COLORS 
The great promotional appeal of the patriotic theme in 
Spring fashions brings into the spotlight these three na- 
tional colors, which are the red, white and blue of the 
American flag. They are especially important in combina- 
tion for sports or play shoes. 


OLD GLORY RED OLD GLORY WHITE 
OLD GLORY BLUE 


NOTES—tThe all white shoe continues as important as 
ever for Spring and Summer wear. 

White combined with color retains its popularity in 
sports shoes. 
Black retains its basic significance in women’s shoes. 
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A fine boarded leather for Dressy Sport Shoes... ... on 
display Waldorf-Astoria-—Booth 51—September 16-17. 


: Gutmann and Company Tanners 
Chicago 
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LEATHERS ON DISPLAY 


THE TANNERS COUNCIL OF AMERICA 
LEATHER SHOW — SEPT. 16-17, 1940 
BOOTH LAYOUT 


Agoos Leather Companies, Inc. 
Boston, Mass. 


Allied Kid Co. 
Standard Division, Boston, Mass. 
McNeely & Quaker City Divi- 
sions, Philadelphia, Pa. 
Division, New York, 
Sterling Division, Wilmington, 
Del. 


Leather Cos., Inc. 
Wilmington, Del. 


William Amer 
Philadelphia, Pa. 


American Hide & Leather Co. 
Boston, Mass. 


American Kid Company 
New York, N. Y. 


Carl Antholz, inc. 
New York, N. Y. 


Armour Leather Co. 
Boston, Mass. 


Peter Baran & Sons, Inc. 
Harrison, N. J. 


J. S. Barnet & Sons, Inc. 
Boston, Mass. 


Barrett & Co., Inc. 
Newark, N. J 


& Cobb, Inc. 


. Mass. 


Benz Kid Company 
Lynn, Mass. 


Tanners to Show Latest in New Colors and Treatments at Opening of American 
Leathers for Spring, at the Waldorf-Astoria, New York, September 16-17, 1940 


EXHIBITING TANNERS 


Besse, Osborn & Odell 
Boston, Mass. 

Bissell Leather Co. 
Peabody, Mass. 

Brandt Leather Corp. 
Norwood, Mass. 


Burk Brothers 
Philadelphia, Pa. 


W. D. Byron & Sons of Md., Inc. 


Williamsport, Maryland 


Carr Leather Company 
Peabody, Mass. 


Colonial Tanning Company 
Boston, Mass. 


Crestbrand Leather Co. 
Boston, Mass. 


F. C. Donovan, Inc. 
Boston, Mass. 


Dungan, Hood & Co., Inc. 
Philadelphia, Pa. 


Eagle-Ottawa 
Whitehall, Mich. 


John R. Evans & Co. 
Camden, New Jersey 


S. B. Foot Tanning Company 
Red Wing, Minn. 


Ltd. 
New York, N.Y. 


A. F. Gallun & Sons Corp. 
Milwaukee, Wis. 

Goniprow Kid Company 

West Lynn, Mass. 


J. Greenebaum Tanning Co. McNeely & Price Co. 


Milwaukee, Wis. Philadelphia, Pa. 
Griess-Pfleger Tanning Company | Mitchell & Peirson, Inc. 
Boston, Mass. Philadelphia, Pa. 
Gutmann and Monarch Leather Co. 
Chicago, Ill. Chicago, Il!. 
L. H. Hamel Leather Co. 
Hoverhill, Mass. R. hse sor 
B. V. Harrison Co. ete 
New York, N. Y. Northwestern Leather Co. Trust 
Th s B. Harvey l +h Co. Boston, Mass. 
Philadelphia, Pa. Ohio Leather Company 
Girard, Ohio 


Hiteman Leather Compan 
West Winfield, New 


E. Hubschman & Sons, Inc. 


Paris Tanning Company 
South Paris, Maine 


Philadelphia, Po. Oo. 
Hunt-Rankin Leather Co Fond du Lac, Wis. 

Horweer tei Cudahy, Wis. 

i. 
1. M. Kaplan, Inc. Newark, N. J. 


Boston, Mass. 


Surpass Leather Co. 
A. C. Lawrence Leather Co. Philadelphia, Pa. 


Peabody, Mass. 
Tan-Art Company, Inc. 

GS. Levor & Company, Inc. 
New York, N. Y. New York, N. Y. 

Mesmenn Albert Trostel & Sons Company 
New York, N. Y. Milwaukee, Wis. 

Malis Leather Co. Winslow Bros. & Smith Co. 
Philadelphia, Pa Norwood, Mass. 

Marcus, Forscher & Co. Richard Young Company 
New York, N. Y. New York, N. Y. 
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IN BOTH CALF and SIDES 
BL 


We have extended our service to the industry 


by adding side upper leathers in the popular 


weights and colors for men’s, women’s and 
children’s shoes—Street and Country Types. 


On Display 


Leather Show— Waldorf-Astoria, 
New York, Sept. 16-17 ¢ Color 
Swatches on request ¢ Helpful 
in detailing your better styles 


Be % Our line of fine Calf for men’s and women’s 
4 Custom Types. 


Trot Matches 
ae These color- 
ful match 
ny books, each de- Zz 
scriptive of one of our 
ATASCO 1 leathers—sent upon re- 
4 Black and Colored Ca f. quest—also supplied 
also in women’s through your manu- 
Co. facturer. 
Sout SINCE 1854... AND 
a NOW WE HAVE REINSTATED SIDE LEATHERS 
Company 
h Co. 


MILWAUKEE 


ALBERT TROSTEL & SONS CO. 
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ASGOOS LEATHER COMPANIES, 


INC. 


White Agobuck 

Colored Doeskins 

Crushed Softee 

Camel Sides 

Baby Orinoco Alligator Calf 
Congo Alligator Calf 
Calcutta Lizard Calf 

Vobuk 


ALLIED KID COMPANY 


Standard Division 
Glazed Kid 


Conga Brown No. 91 
Colony Brown No. 591 
Bluejacket No. 137 
Airway Blue No. 536 
Turftan No. 15 

Toffee Tan No. 491 
Patio Beige No. 274 
Old Glory Blue No. 538 
Patriot Red No. 45 

Old Glory White No. 50 
Varsity Green No. 65 
Cocoa Straw No. 222 


Suede Kid 


Conga Brown No. 748 
Colony Brown No. 747 
Bluejacket No. 776 
Airway Blue No. 774 
Turftan No. 714 

Toffee Tan No. 754 
Patio Beige No. 703 
Old Glory Blue No. 783 
Patriot Red No. 728 
Old Glory White No. 700 
Varsity Green No. 768 
Cocoa Straw No. 756 
Banana No. 701 

Old Glory Red No. 729 


Crushed Kid (Bali) 


Airway Blue No. 4764 
Turftan No. 4714 

Toffee Tan No. 4754 
Patio Beige No. 4703 
Patriot Red No. 4728 

Old Glory White No. 4720 
Cocoa Straw No. 4756 
Black No. 4794 


Slack Colors 
Glazed Kid 


Pigeon Blue No. 437 


Lists as received from tanners up to time of going to press. 


Suede Kid 
Golden Blonde No. 710 
Saddle No. 713 
Raspberry No. 722 
Pigeon Blue No. 777 


Crushed Kid (Bali) 
Golden Blonde No. 4710 
Saddle No. 4750 
Raspberry No. 4722 


Pastel Colors 
Glazed Kid 
Sunny Yellow No. 303 
Dusty Pink No. 322 
Dusty Blue No. 312 
Blue No. 440 
Spring Violet No. 7 
Lime No. 9 
Delphinium Blue No. 420 


Suede Kid 
Sunny Yellow No. 709 
Dusty Pink No. 708 
Dusty Blue No. 780 
Blue No. 785 
Spring Violet No. 794 
Lime No. 765 
Delphinium Blue No. 784 


New Castle Division 
Regular Line 
Maracain 
Conga Brown No. 40 
India Brown No. 3N 
Bombay Brown No. 152 
Turftan No. 350 
Blue Jacket No. 1330 
Airway Blue No. 1364 
Pigeon No. 1309 
Raspberry No. 1470 
Cocoa Straw No. 55 
Colony Brown No. 60 
Saddle No. 450 
Golden Blonde No. 900 
New Beige No. 901 
Patriot Red No. 1225 
Old Glory Red No. 1220 
Old Glory Blue No. 1374 
Varsity Green No. 1139 


Kid 
Conga Brown No. 40 
India Brown No. 3N 
Blue Jacket No. 1330 
Airway Blue No. 1364 
Ardoise Blue No. 1390 
Cocoa Straw No. 55 
Colony Brown No. 60 
New Beige No. 901 
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Brands and Shades to Be Shown by Tanners Exhibiting 


at the Walderf- Astoria. September 16-17, 1910 


Patriot Red No. 1225 
Old Glory Red No. 1220 
Old Glory Blue No. 1374 


Pastel Line 
Maracain 
Ecru No. 800 
Dusty Pink No. 1600 
Cyclamen No. 1675 
Linen Blue No. 1314 
Delphinium Blue No. 1320 
Dusty Blue No. 1370 
Aqua Blue No. 1399 
Hypnotic Red No. 1500 
Hunting Red No. 1235 
Spring Violet No. 1010 
Sunny Yellow No. 155 
Citron No. 157 
Lime No. 1111 
Spring Green No. 1170 


Kid 
Ecru No. 800 
Dusty Pink No. 1600 
Cyclamen No. 1675 
Linen Blue No. 1314 
Delphinium Blue No. 1320 
Dusty Blue No. 1370 
Aqua Blue No. 1399 
Hypnotic Red No. 1500 
Hunting Red No. 1235 
Spring Violet No. 1010 
Sunny Yellow No. 155 
Citron No. 157 
Lime No. 1111 
Spring Green No. 1170 
No. 1143 


Sterling Division 

Nurocco 
Men’s Colors 
Yankee Brown No. 2123 
American Tan No. 2955 
Cortez No. 2915 
Saddle Tan No. 2510 
Patio Beige No. 2221 
Pony Tan No. 2410 
Black 
White 


Women’s Colors 

Blue Jacket No. 2365 
Coffee Beige No. 2221 
Varsity Green No. 2975 
Conga Brown No. 2124 
Toffee Tan No. 2800 
Turftan No. 2390 
Cocoa Straw No. 2520 
Saddle Tan No. 2510 


[TURN TO PAGE 88, PLEAS! | 
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THE OHIO QUALITY STANDARD 


American SPRING 
COLORS gots 19 41 


WALDORF-ASTORIA 


NEW YORK 


BOOTH 54 


BLUEJACKET (578) TOFFEE TAN (541) 


The correct Blue for all-over The correct Jan for all-over 
shoes. casual shoes. 


FOR THE IMPORTANT TRIMMED WHITE SHOE 
COLORFAST WASHETTE CALF IN 
AIRWAY BLUE (No. 985) and TURFTAN (No. 986) 
COCOANUT BAYOU ALLIGATOR GRAIN ON CALF 


THE NEWEST AND MOST EXCITING TONE TO 
COMPLETE tHe CALL ror tHe BEIGE ann BROWN THEME 


ALSO A COMPLETE LINE OF MEN’S CALF LEATHERS 


The Ohio Leather Company ¢ Girard, Ohio 


, 1940 
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Raspberry No. 2530 

Golden Blonde No. 2505 

Black 

White 

McNeely Division 

Glazed Kid 

Women’s Colors 

Airway Blue No. 88 

Bluejacket No. 89 

Conga No. 25 

Java No. 74 

Cordovan No. 52 

Raspberry No. 44 

Burgundy No. 47 

Old Glory Blue No. 87. 

Patio Beige No. 66 

Crushed Kid, Brown No. 25. Blue 
No. 88, Black 


Men’s Colors 


American Tan No. 19 
Yankee Brown No. 28 


Quaker City Division 
Black Glazed Kid (men’s and wo- 
men’s) 
Black Silkid 


AMALGAMATED LEATHER 
COMPANIES, INC. 


Ambuck and Snowite Amazon 

Complete range of colored Amazon 
and Crushed Kid, colored Charmooz 
and Glazed Kid in all of the official 
shades as adopted by the Tanners’ 
Council Color Committee. 

Regular lines of Slipper Stock, Lin- 
ing Stock, White Glazed Kid, Bronze 
Kid, Black Glazed Kid, genuine Gold 
and Silver Kid, Amalac and Amalco 
Lustre Kid. 

Complete line of all descriptions of 
genuine Reptiles. 


AMERICAN HIDE AND LEATHER 
COMPANY 


Mat Calf 

Rosebay Willow Calf 
Ooze Calf 

Pocketbook Willow Calf 
Cadet Patent 

Empire Sides 
Amerigrain Elk 

White Buck 


CARL ANTHOLZ, INC. 


Complete line of Reptilian Leathers. 
as well as Genuine Seal Skins, in the 
newest Spring Shades. 


ARMOUR LEATHER COMPANY 


[CONTINUED FROM PAGE 86] 


Maison 

Cossack 

Bokide 

Skeet 

Ivory 

Moose 

Babuck 

Flex Grain 

Splits—Finished linings—Ooze and 
Suede 

Special—Color 765 Pony Babuck 


PETER BARAN & SONS, INC. 
Genuine Alligator Leather in the 


latest 1941 Spring shades. 


J. S. BARNET & SONS, INC. 


Barnet Suede 

Thorobred Calf 

Brawnie 

Gloria 

Sport—Men’s and Women’s Leath- 


BARRETT & COMPANY, INC. 


HM Unlined Llama Calf and LM 
Lined Llama Calj 

Conga Brown 

Bluejacket 

Airway Blue 

Toffee Tan 

Turftan 

Colony Brown 

Patio Beige 

White 

Various Embossed Leathers in 


wanted colors 


BEGGS & COBB, INC. 


Dress smooth colors 

Dress smooth white 

Snobuck 

Sport elk, white and colors 

Metallic 

Crushed leathers 

Complete line of shoe, slipper and 
glove splits. 


BENZ KID COMPANY 
W omen’s 
Java Brown 
Madrid 


All slipper colors 
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BESSE, OSBORN & ODELL, INC. 


Sheep leathers in colors and Nat- 
ural 

Calfine for shoe linings and novel- 
ties 

Hat sweat-band leathers 

ReChrome and Oiled Meter leathers 

Suede coat leathers 


BISSELL LEATHER COMPANY 
Full line of Pastel and Seasonal 


colors on Chrometite tannage for lin- 


ings. Also full color range of vege- 
table tannage. Grain and Suede Coat 
leathers. 

Embossed Leather 

Millinery and Bag Suede 


BURK BROTHERS 


Black Glazed Kid 

Black Dull Satin Kid 

Black Suedes 

Colored Slipper Kid 

Colored Side Leather 

Black Crushed Kid 

Colored Crushed Kid 

Opal Oxide Kid—various colors 
Opalox Kid—various colors 


W. D. BYRON & SONS OF 
MARYLAND, INC. 


Full Grain Shrunk leather in all 
colors and weights. 

New Trout Softie grain colored Elk 
and Smooth Sides. 


CARR LEATHER COMPANY 


Suede Calf 
Chateau Wine, No. 6 
Varsity Green, No. 15 
Green, No. 16 
Colony Brown, No. 42 
Toffee Tan, No. 61 
Turftan, No. 62 
Bluejacket, No. 108 
Airway Blue, No. 111 
Conga Brown, No. 160 
Port Wine, No. 165 
Rust, No. 175 
Tan, No. 201 
Grey, No. 207 
Green, No. 210 
Pigeon Blue, No. 212 
Red, No. 214 
Patio Beige, No. 215 
Black 

[TURN TO PAGE 90, PLEASE! 


‘ 
4 
a Willow Calf 
Royal Calf 
Princess Calf 
Wellingbro blue 
Marine Blue 
Men’s 
Rosewood 
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COLONIAL TANNING 
COMPANY, INC. 


Complete range of grades and sizes 
on black patent leather, including 
high quality kips for the best grades 
of women’s shoes, and grades all the 
way down from kips, small extremes 
and large leather for the complete 
range of different grades of shoes. 


Old Glory Sno-White 
Old Glory Red, No. 101 
Old Glory Blue, No. 446 
Airway Blue, No. 166 
Navy Blue, No. 364 
Bluejacket, No. 556 
Mascara Brown, No. 99 
Conga Brown, No. 258 
Cordovan, No. 524 
Burma Brown, No. 540 
Military Grey, No. 11 
Red Port, No. 195 
Varsity Green, No. 430 
Promenade Green, No. 560 
Toffee Tan, No. 257 
Bordeaux, No. 196 
Turftan, No. 544 
Playtan, No. 482 

Aloha Violet, No. 552 
Tropic Lime, No. 547 
Parma Rose, No. 536 
Bali Coral, No. 551 
Blue Sea, No. 550 
Sunny Yellow, No. 349 
Capri Pink, No. 506 
Blue Petal, No. 307 
Malibu Beige, No. 367 
Pigeon Blue, No. 566 
Etruscan Brown, No. 567 
Domine, No. 568 


Also Bark Tanned Leather, top 
grain and deep buff, for the varied 
price range of bags, belts and novel- 
ties. 

Split Division—Splits 
Suede 

White, No. 700 

Cheer Red, No. 715 

Airway Blue, No. 717 

Pastel Blue, No. 704 

Bluejay, No. 705 

Patriot Green, No. 716 

Promenade Green, No. 714 

Red Port, No. 719 

Toffee Tan, No. 711 

Hot Chocolate, No. 709 

Rust, No. 759 

Heath Brown, No. 708 

Turf Tan, No. 703 

Play Tan, No. 718 

Coffee, No. 701 


[CONTINUED FROM PAGE 88] 


Longchamps, No. 702 
Military Grey, No. 721 


Dope Sole 
Wine, No. 830 
Brown, No. 828 
Blue, No. 829 
Black, No. 826 
Oak, No. 827 


Smooth Workshoe 
Natural, No. 875 
Brown, No. 880 
Tan, No. 878 
Black, No. 874 


Pyroxlin Linings 
White, No. 837 
Natural, No. 838 
Tan, No. 836 


Soft Sole 
American Beauty, No. 802 
Green, No. 806 
Copen Blue, No. 804 
Cardinal Red, No. 803 
Purple, No. 805 
Golden, No. 801 


Ooze Linings 
White, No. 920 
Tropic Lime, No. 925 
Sunny Yellow, No. 922 
Capri Pink, No. 923 
Petal Blue, No. 921 
Grey, No. 926 
Taupe, No. 924 


F, C. DONOVAN, INC. 


DOV Linings (Natural) 
NAVONOD Kid Linings (Colors) 
DOMOC (Natural and Colors) 


DUNGAN, HOOD & COMPANY 


Black Glazed Kid 
Black Satin Kid 
Black Dull Kid 


Black, Blue, Brown, Satin and Dull 


Brazilian 


EAGLE-OTTAWA LEATHER 
COMPANY 


Ecovax 

Vetanco 

Vegeprints 
Huarachehide 
Shad-o-craft 

Indian Head Patent 
Ottawa Elk 
Wolverine Prints 
Merican Grains 


Ottawa Smooth Sides 


JOHN R. EVANS & COMPANY 
Brogandi in the new colors for men: 


Yankee Brown 
American Tan 
Cortez 

Alamo Tan 
Continental Brown 
Dixie Tan 
Adobe Tan 
Patio Beige 
Pony Tan 
Fairway Green 
Black 

White 


Brogandi in women’s colors, unlined 
weights: 
Conga Brown 
Bluejacket 
Airway Blue 
Toffee Tan 
Varsity Green 
Colony Brown 
Patio Beige 
Old Glory Red 
Old Glory White 
Old Glory Blue 
Black 


Brogandi-Cara — Shrunken hand- 
crushed kid for women’s dress 
shoes and lined walking types in: 

Conga Brown 
Bluejacket 
Airway Blue 
Toffee Tan 
Varsity Green 
Colony Brown 
Patio Beige 
Old Glory Red 
Old Glory White 
Old Glory Blue 
Black 


Peerless Glazed and Suedes: 
White 
Conga Brown 
Bluejacket 
Airway Blue 


Ruby Black Kid—Glazed and Satin 
finishes 


Peerless Linings in both Suede and 
Glazed finishes in: 
Medium and Dark Gray 
Medium and Dark Fawn 
Pastel shades 


Valencia — a new crushed leather 
which will be displayed for the 
[TURN TO PAGE 92, PLEASE) 
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THAT THE NAMES 


BOX CALF 
CALF 


WHICH ARE NOW USED AS GENERIC TERMS TO DESCRIBE 
BROAD TYPES OF LEATHERS, WERE ALL ORIGINATED, COPYRIGHTED 
AND ARE STILL OWNED BY 


AMERICAN _—e AND LEATHER COMPANY 


BOSTON MASSACHUSETTS 
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first time. It is a hand-crushed 
glovelike leather suited to dressy 
shoes and to bag and shoe com- 


binations. 


S. B. FOOT TANNING CO. 


Improved heavy duty leathers for 
service shoes such as Chocolate Gop- 
her, Black Arctic Grain, Chocolate 
and Brown Fairway, and Elskar 
Grain, which are full grain Water- 
proof Sides. 

Chocolate Skagway Grain, which is 
corrected Waterproof Sides 

All popular colors in heavy full 
grain Elk and Glovtan Retan Elk, with 
Blacks and Whites. 

Newest Washable feature in White 
Elk for Shoes, as well as smutproof 
Elk in both full grain and corrected 
for luggage work. 

Also improved finishes in Black and 
Brown Retan Shoe Splits, and the 
various colors in Gusset and Glove 
Splits. 


GONIPROW KID COMPANY, 
INC. 


Grey, No. 20 

Dark Grey, No. 25 
Gun Grey, No. 50 
Waterlily, No. 75 
Chaff, No. 55 
Fawn, No. 35 
British Tan, No. 36 
Thistle, No. 38 
Pastel Shades 


J. GREENEBAUM TANNING 
COMPANY 


Sporto Kips: Full Grain and Cor- 
rected Grain. White and Colors 
Dress Elk: Full Grain and Cor- 
rected Grain Extremes. White 
and Colors 

Primo: Large Spread, Corrected 
Elksides 

Full Grain Elksides: White and 
Colors 

Retan: For work shoes and mocca- 
sins 

White Buck: For sport and chil- 
dren’s shoes 

Dresides: Smooth Dress sides. 
White and colors in kips, ex- 
tremes and large sides. 

Eaton Grains: Crushed Grain Print 
in white and colors 

Vegeprint: Mellow Grains in colors 


Shoe Horse: White and Black 


[CONTINUED FROM PAGE 90] 


Sueded Horse: In-high colors for 
play shoes 
Lining Splits: Ooze and finished 


THE GRIESS-PFLEGER TANNING 
COMPANY 


Lozant Russia Sides 
Lozant Sport Elk 

Lozant Buck 

Lozant Work Shoe Elk 
Lozant Work Shoe Retan 
Lozant Grains 

Lozant Splits 


GUTMANN AND COMPANY, 
INC. 

Ski 

Gambola 

Flacor 

Soft Gluv 

Smooth Sides 

Shubuck 

Grains in all latest Spring shades 


L. H. HAMEL LEATHER 
COMPANY 


Nu-Process Glazed Kid and kid-fin- 
ish lambskins in the following colors: 


Kid 
Green, No. 309 
Blue, No. 308 


Pink, No. 311 

Water Lily, No. 327 
Grey, No. 300 

Paris Grey, No. 359 
French Grey, No. 394 
Mocha, No. 323 

Rust Beige, No. 358 
Medium Brown, No. 357 
Medium Grey, No. 356 
Dawn Grey, No. 317 
Special Grey, No. 334 
Special Grey Ooze, No. 386 
Mocha Ooze, No. 323 


Lambskins 

Water Lily, No. 127 

Grey, No. 100 

French Grey, No. 194 

Mocha, No. 123 

Green, No. 109 

Blue, No. 108 

Pink, No. 111 

Ooze, No. 194 

Ooze, No. 126 

White 

Black kid and garment leather on 
grains and suedes 


THOMAS B. HARVEY 


White Swan-Buc 

Black Suede Kid 

Brown Suede Kid 
Kid Linings 


HITEMAN LEATHER COMPANY, 
INC. 


Ebon-Apex — Black, smooth and 
boarded 

Promenade—A full line of men’s 
colors for Spring 

Junior Prom—A line of colors for 
Spring for men’s and women’s 
medium priced shoes 

Sun Valley—A _ retanned water- 
proof calf in black and colors 

Campus — Calf for two-tone sport 
shoes 

Pedigree—A line of high colors for 
men’s and women’s slippers 


HORWEEN LEATHER COMPANY 


It’s Timber Tanned, in the foliow- 
ing lines: 

Forest Calf 

Woodland Calf 

Cedar Calf 

Redwood Calf 

In the new Spring colors, along 
with a line of genuine Shell Cor- 
dovan 


E. HUBSCHMAN & SONS, INC. 


Calf leather—Black, white and all 
Spring shades. 


HUNT-RANKIN LEATHER CO. 


Bucko Calf 

Infanta Calf 

Velvetta Suede Calf 

Retna Suede Calf 

Pouch Calf 

Tuscan Calf 

In White, Black, and all the popu- 
lar colors. 


A. C. LAWRENCE LEATHER CO. 
Calfskin 
Juniper Calf (For Women’s Shoes) 
Black, White and Colors 
Juniper Calf (For Men’s Shoes) 
Black 
Duro Calf (For Men’s Shoes) 
Colors 
Boarded Juniper Calf (For Hand. 
bag Trade) 
Pouch Calf (For Handbag Trade) 
Black, Brown and Navy 
[TURN TO PAGE 94, PLEASE | 
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ALF 
SMARTEST PART 


OF a PICTURE 


D 


wits 


lhentecs 
BY M. W. ARNOLD SHOE COMPANY 
SOUTH WEYMOUTH MASSACHUSETTS 


THE 1S IN 


THE PICTURE FOR saibhoen WEAR 


You’tt go dashing about in this new RANGER... and love 


it! You'll take the high road or the low road in your stride. 


And you'll find it as comfortable for the country as it is 


smart for town. A try-on will prove both. 


M. N. Company, South Weymouth, Mass. 


The RANGER, in tan and white, blue and 
white, all white, and all the seasonable colors 


ARNOLD 


WITH THE GLOVE GRIP 
FOR YOUR COMFORT 


Also in the Picture 
INFANTA CALF 


VELVETTA SUEDE 
CALF 


DOES NOT CROCK 


Seen in Vogue, April 15, 940 


Typicat of the important flexible 
walking welt, so necessary in the Spring picture, is 
Ranger by M. N. Arnold in White, Black, Brown or a full 
range of colored Bucko. And much of the rugged appeal 
of this shoe springs from Bucko's rich, deep surface, with 
its affinity for casual spring sports wear. 


HUNT-RANKIN LEATHER CO. © BOSTON, MASS. 
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Shoe Side Upper Leather 

Gun Metal—Sides and Kips 
Black, White and Colors 

Hikon (Elk)—Sides and Kips 
Black, White and colors 

Nubuck—Sides and Kips 
Black, White and Colors 

Teeko—Sides and Kips 
Colors 

Teequel—Sides and Kips 
Colors 

Tedesco—Sides and Kips 
Colors 


Diamond Patent Leather—Sides and 
Ki 
Black and a complete range of 
Spring colors 


Sheepskin 
White Barilla—Outsides 
White Chevrita—Outsides and Lin- 
ings 
Colored Barilla—-Linings 
Colored Lambskins—Linings 
Colored Lawroleather—Slippers 
High colored Lawroleather for shoe 
purposes 
Shearlings 
Bark Shoe Stock 
Cuff Stock — White, Natural, and 
Electrified Colors 
Capelt—Shearling with Grain Fin- 
ished Flesh 


G. LEVOR & CO., INC. 

The Whitest Whites—White Glazed 
and White Mello Crush Kid; White 
Kid Suede; White Glazed Cabretta; 
White Smooth Calf; White Boarded 
Calf; Cream Kid Suede. 

Mello Crush in colors: Conga 
Brown, Bluejacket, Airway Blue, 
Turftan, Toffee Tan, Black, Flag 
Blue, and a new promotional color, 
Mayan. 

Tan-Art Suedes: Black, Conga 
Brown, Bluejacket, Airway Blue, Flag 
Blue, Turftan, Toffee Tan, and 
Mayan. 


HERMANN LOEWENSTEIN 


Gamuza Suede Calf 
Gama Suede Calf in black, white 


and colors 

Technicalf in many of the new 
Spring shades 

Bark Tan Calf—“It’s Timber 
Tanned” 


MALIS LEATHER COMPANY 
White Glazed Cabretta 

White Suede Cabretta 

White Crushed Cabretta 


SPRING LEATHERS AND COLORS 
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White Glazed Kid 
White Suede Kid 

White Crushed Kid 
Black Suede Kid 
Black Glazed Cabretta 
Black Satin Cabretta 
Blue Glazed Cabretta 
Brown Glazed Cabretta 


MARCUS, FORSCHER 
& COMPANY 
Genuine White Buck—both jacks 
and chinas—Marigold Suede Calf and 
Marigold Smooth Calf in all outstand- 
ing colors. 


McNEELY & PRICE CO. 
20th Century Black Glazed Kid 
20th Century Black Satin Mat 
20th Century Lining Kid 
20th Century Crushed Kid 


MITCHELL & PEIRSON, INC. 
White Washable Kid 

Black Glazed Kid 

Slipper Stock 

Linings 


R. NEUMANN & COMPANY 
For Men’s Shoes 

Genuine Norwegian Seal 

Genuine Catalina Seal 

Genuine Wrinkle Buffalo 


For Juvenile Shoes 
Genuine Junglehide Buffalo 
Genuine Onona Buffalo 
Genuine Levant Buffalo 
Genuine Wrinkle Buffalo 


For Women’s Shoes—Lined Weight: 
Aniline-glazed Baby Alligator grain 
on calf 
Aniline-glazed Gator-Lizard grain 
on calf 
For Women’s Shoes—Unlined Weight: 
Genuine Norwegian Seal 
Genuine Wrinkle Buffalo 
M-Day Calf 


NORTHWESTERN LEATHER 
COMPANY TRUST 

Sport Elk 

Sootan 

Elko Extremes 

Elko Kips 

Colored Sootan for Slippers 

Smooth Sides; Russide in Large 
Spread and Extremes 

Lining Splits 

Slipper Splits 

Kitchener; Retan Sides in Black 
and Colors. 
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THE OHIO LEATHER COMPANY 

The new Spring shades in Women’s 
Leathers in Kafforite and Kozy Calf 
and the following prints in Embosse:! 
Calf leathers: 

Bayou, Sauria, Yucca, Racer, My- 
Ak-Ka, Ganges, Mayan, Baby 
Ganges, Baby Mexican, Chamel. 

All these leathers in White and 
the selected seasonal colors. 

In men’s leathers, all the Spring 
shades in Luxor colors: 

Yankee Brown, Cortez, American 
Tan, Alamo Tan, Continent! 
Brown. 

And in the Sport Shades: 

Dixie Tan, Adobe Tan, Patio Beig«., 
Pony Tan. 

A new Calf leather will also be in- 
troduced under the name of Softex, 
in Black, White and colors, in a 
crushed type suitable for elasticizing 
and for women’s lined shoes in the 
light weights and for unlined in the 
heavy weights. 


PARIS TANNING COMPANY 

Lordco Sport Elk in full grain and 
corrected kips, and in full grain 
and corrected extremes. 

Lordco Smooth Sides—black, white 
and popular colors. 

Roban—smooth leather for heavy 
sport shoes and moccasins. 

Heavy Grain Leathers for men’s 
shoes. 

Patent Leather in Black and colors. 

Embossed Leathers in popular 
grains. 


FRED RUEPING LEATHER 
COMPANY 

Kin Kin 
Kankakee 
Custom Kip 
Leisure Grain 
Mellow Grain 
Piccadilly Grain 
Calumet 
Hiawatha 
Tartan Grain 


SCHERER LEATHER COMPANY 

Melotan and Briargrain. Both of 
these lines were developed for 
Softee Type Footwear. 

Quebracho Sides. This is a line 
of Aniline Finished Vegetable 
leather developed for upper 
leather for Men’s and Women’s 
Shoes. 
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SPRING LEATHERS AND COLORS 


Vel-dur Calf—Smooth and Boarded. 
White Buck, and White Boarded 
Side. 


SETON LEATHER COMPANY 

White and Cream Zephyr — Buck 
Kips and Sides as well as Patent 
Leather in all the new Spring 
shades. Also, Semi-Mat Patent 
Finish in three or four colors. 


SURPASS LEATHER COMPANY 

Glazed Kid— Black, Blue and 
Brown. 

Capre Kid—White, Black and Of- 
ficial Spring Colors. 

White Suede 

Genuine Kangaroo 

Kid Linings — Pastels and Staple 
Shades. 


WINSLOW BROS. & SMITH CO. 

Kiddie Khrome — Full Chrome 
Lambskins in standard colors, in- 
cluding Black and White. 

Novelty Leathers— For shoe and 
Slipper uppers. 

Shoe Linings—Chrome and Vege- 
table—In all popular colors and 
White. 

Garment Leathers—In Smooth and 
Embossed Grains and Suedes. 
Glove Leathers—In all popular 

shades. 

Colored Suedes—For belt and nov- 
elty work. 

Embossed Grains — For bags and 
leather novelties. 

Shearlings—In bark and alum tan- 


nages. 


RICHARD YOUNG COMPANY 

Ryco Cape-Finish Lambs 

Genuine White Buckskins 

White Buck Finish Kangaroo 

Glazed Black Kangaroo 

Rychrome Lambskins in all popu- 
lar colors 

White and Colored Lambskins 


Increasing Employment 
Betters Retail Trade 


SPRINGFIELD, Mass.—The retail shoe 
business here, has improved in the last 
four months and leading retailers are 
looking forward to a good Fall and 
Winter business. The upswing in busi- 
ness has been attributed to better busi- 
ness conditions and rising employment 
at factories in this area that are filling 
National Defense orders. Many other 
manufacturing concerns have had a 
good year and are now employing more 
than they did a year ago. 


[CONTINUED FROM PAGE 94] 


Albert P. Stone, buyer for the shoe 
department of Forbes & Wallace, Inc., 
department store, reported that the last 
few weeks “had seen a decided increase 
over the earlier half of the year and is 
about 15 per cent ahead of the same 
time last year. The Fall and Winter 
months will probably bring us even 
more business as business in general in 
this area is heading up.” 

Thomas Mulvey, head of the shoe 
department of Weeks, Inc., also re- 
ported business improvement. “Busi- 
ness has improved lately to the extent 
that we are now drawing plans for 
remodeling and enlarging our depart- 
ment here. This is due naturally to 
the improved business in the past and 
the outlook for the coming season. If 
our business continues on as it has we 
will be considerably ahead of last year.” 


Jodel and Selby “Natives” 
Make Their Bow 

From the Jodel Studios in New York 
and from the Selby Shoe Co., in Ports- 
mouth, Ohio, has come a shoe which 
is revolutionary in more than one way. 
First, it has an entirely new sole con- 
struction. Second, every pair bears 
the name of the designer, Jodel, in the 
sole lining. Third, it has been fea- 
tured on a national radio program, an 
innovation, we believe, in the history of 
shoe styles. 

For the first time, the creator of an 
original shoe design has been given 
recognition in a way that directly con- 
nects him with his creation in the 
minds of the consumer public. In the 
new trend toward development of 
American designers in every phase of 
the fashion industry, this is an impor- 
tant first step. 


The sole construction is the result of 
twenty-six months of experiment by 
the Selby Shoe Co. A molded three- 
dimensional shell curves up over the 
foot and is stitched to the upper in a 
mudguard effect. The sole is unusually 
tough, capable of outlasting most upper 
material. What’s more, it’s water-re- 
sistant. Both mechanical process and 
design are thoroughly covered by 
patents. 

“Natives” is the name given this 
startling innovation. The shoe is mak- 
ing its debut in leading stores through- 
out the country now as an ideal campus 
and Fall walking shoe. New styles are 
being developed for the resort and 
Spring seasons, the color-fast soles in 
green, red or any other color you may 
wish, offering unusual opportunity for 
effective color treatment. 


English Leather Man 
In Boston 


Boston, Mass.—David E. Jacobs, 
formerly English representative of 
Besse, Osborn and Odell, Inc., well- 
known leather merchants, recently ar- 
rived in this city from England via 
Montreal. With the sanction of the 
English government he has come to this 
country in an effort to find markets for 
English leathers. 

Mr. Jacobs, who has been serving as 
an air raid warden in England, says 
that the recent German mass bombings 
have inflicted relatively little damage. 
Contrary to popular belief, he says, 
the lone bomber is more dangerous 
than the more spectacular mass attacks 
from the air. It is more difficult to 
locate and hit the lone plane. 

Mr. Jacobs is agent for Kennen 
Bros., Ltd., of Irthlingborough, makers 
of K. B. chrome calf and of the Carpin 
Leather Company, Ltd., of Motherwell, 
makers of morocco and E. I. leathers. 


Four Firms Awarded 
C.C.C. Shoe Contracts 


Boston, Mass.—Contracts have been 
awarded to four shoe manufacturers 
following the opening of bids on August 
26 on a lot of 150,000 pairs of Type 
“E” service shoes for the Civilian Con- 
servation Corps. The General Shoe 
Corporation of Nashville, Tenn., is to 
make 75,000 pairs at a price per pair 
of $2.35; the Hubbard Shoe Company 
of Rochester, N. H., received an order 
to make 30,000 pairs at the same price; 
the Allen-Squire Co., of Spencer, 
Mass., is to manufacture 10,000 pairs 
at $2.36; and the balance of the order— 
35,000 pairs—goes to the Brown Shoe 
Co., of St. Louis, at a price per pair of 
$2.37. 
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Leather Show Takes on New Importance 


The center of gravity in the fashion 
and style world has shifted from France 
to the U.S.A., from Paris to New York. 
Such a shift was made long ago in the 
case of leather, and the appellation— 
imported—has long ceased to have any 
significance to the shoe designer, the 
manufacturer or the retailer. American 
leathers have already established a pre- 
eminence, not merely in quality, but in 
diversity of color, in originality of con- 
ception and unlimited adaptability to 
the manufacturers’ needs. And no bet- 
ter evidence of the rich stimulus the 
American tanners provide for creative 
desig: in the shoe and accessory indus- 
tries can be found than the semi-annual 
Leather Show. 

This year more than ever the Leather 
Show has a unique importance for both 
manufacturers and retailers. Merchan- 
disine caution in 1940 has repressed the 
stimulus of new ideas, has left the in- 
dustry without needed zest and enthusi- 
asm for its own products. How can con- 
sumers be expected to realize the in- 
herent value of shoes, the subtle beauty 
of leather surfaces, when shoe men 
themselves fail to dramatize their prod- 
ut? And that is the most compelling 
reason why the Leather Show should be 
a “must” for every alert producer and 
distributor. It can be and has been a 
fruitful source of inspiration, a stimu- 
lus to creative shoe thinking, above all, 
an occasion for sensing new values in 
footwear drama and appeal. 

Shoes and leather are staples, mass 
products, entering into the lives of every 
inhabitant, taken for granted and by 
that token, all too frequently bearing 
the stamp of the commonplace. Garish 
novelty alone is never the antidote 
which lifts shoe business out of the 
every day rut. Much more is needed 
than the fizzle of firecracker promotion 
to bring shoes up in the consumer scale 
of values. Genuine appeal based on util- 
ity, inherent value, and variety is the 
prerequisite of progressive shoe busi- 
ness. Anyone who has attended the 
Leather Shows of the past decade must 
realize the tremendous contribution of 
the tanning industry toward lifting 
shoes out of the commonplace. When- 
ever shoes alone, out of the vast pano- 
rama of consumer goods, have held the 
foeus of public attention, it was because 
the shell of indifference was pried open 
by new leathers, colors and styles. 

From their very inception the Leather 
Shows of the Tanners’ Council have not 
been the ordinary commercial trade 
event. Orders placed at the Show are 
of secondary interest; the prosperity of 
the tanning industry has never been 
gaged by the business actually consum- 
mated during the Show. On the con- 
trary, the Leather Show has become 
nereasingly important as an exhibition 


Background for American Design in the Shoe and Accessory 
Industries 


of achievements in leather, as a demon- 
stration of the countless possibilities in 
one of the most useful of all materials. 
Hardly less important is the function 
of the Show in coordinating color and 
style, in enabling tanners, manufac- 
turers and retailers to anticipate the 
risk of fashion’s vagaries. The re- 
sponsibilities of planning production 
and stocking stores throughout the na- 
tion cannot be met by haphazard, catch- 
as-catch-can methods. Manufacturers 
and retailers must have a means of 
localizing risk and uncertainty, with- 
out stifling the impetus of color and 
style. That is the task and place of the 
Leather Show. 

Under the energetic and wise plan- 
ning of the Tanners’ Council Exhibit 
Committee, headed by George H. Meal- 
ley, the Leather Show has expanded 
in usefulness. Charting the colors plan- 
ned for the following season has taken 
a forward step with the introduction 
of color cards bearing leather swatches. 
Cooperating tanners, manufacturers and 
retailers have held the style pulse, ap- 
praised the trends of apparel industries, 
and judged the colors upon which the 
greatest energy will be concentrated. 
But the unique value of the Show is not 
only in the display of official colors, it 
also lies in the availability of all tan- 
ners’ production and achievements in 
different leathers and surfaces. More 
than ever, the Leather Show is vital 
to the task of the shoe and leather in- 
dustries, and its value is emphasized by 
domestic conditions at present. 


All American Fashions 
[CONTINUED FROM PAGE 75] 


tan, the Textile Color Card decrees— 
and Airway Blue, will both be popular. 

For play shoes, colors are again the 
patriotic trio. “Old Glory” is their 
official name this year and the blue has 
been carefully matched to the blue in 
the American flag. Designers have been 
finding all kinds of clever and amusing 
ways of combining the three colors, and 
color-fast leathers have been developed, 
thus solving the maicr problem of sell- 
ing combinations of white with color. 

In these play shoes sole interest con- 
tinues very strong. You will find plat- 
form soles with astonishing and attrac- 
tive new treatments among the pull- 
overs at the Leather Show. The trend 
to soft, easy-to-wear constructions with 
some even softer sole improvements will 
be on the market. Cork soles are being 
talked of as increasingly popular in 
combination with cork heels. Wedge 
heels for play shoes are definitely to 
continue, as are also open toes in low- 
heeled types. The unlined casual shoe 
in grained or crushed leathers is a vital 
part of the Spring business. 

Casual and spectator types are popu- 
lar with nearly every American woman 
and some women want no other types 
for daytime wear. To many well-dressed 
women, however, a Summer wardrobe 
is not complete without one somewhat 
dressier shoe. Most of these women will 
pick an all-white shoe for this purpose 
in smooth or sueded calf or kidskin. 

And finally, before you come to the 
Waldorf-Astoria on Sept. 16, make a 
note to spend a little time or. colors being 
shown for Summer sandals and sport 
shoes. Lovely promotion pastels have 
been developed in both calf and kidskin, 
which look equally well for high or low- 
heeled sandals. 


Slack Oxford in New Leisure Shoe Leather 


A. H. Ross & Sons Co. has introduced “Ho-Boe,” a side leather especially 


for casual and sport shoes in chestnut brown, willow tan, smoke 
» B& a here in a smart chestnut brown slack oxford, made 


the Ideal Shoe Manufacturing Co. 


7, 1940 
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LEADING RETAQEE 


For models, samples and prices 
on all types of shoe materials, 
fabric or leather, made with 
"Lastex” yarn, apply to ALFRED 
VAMOS, 406 Marbridge 7 

ing, New York City. Alfred Vamos 


is the inventor and patentee of | 


Vamos stretchable shoes, the au- 
thorized manufacturer of stretch- 


_.. THE MIRACLE YARN THAT MAKES THINGS FIT 


An elastic yarn manufactured exclusively | 
: Rockefeller Center 
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able materials for shoes, and ihe 
selected consultant jor shoe man- 
ufacturers using materials made 
with “Lastex” yarn. For booklets 
and information on the uses and 
advantages of “Lastex” yarn in 
any other type of apparel or 
accessories, always feel quite free 
to write to the address below. 


by United States Rubber Company 


New York City 


A survey recently made among 38 of the judgment is the fact was me 
most important shoe retailers and depart age of stretchable shoes i? stock. Sixteen of 
ae ment score puyers in New York City has the 38 stores expected this percentaBe ro be t 
prought in this overwhelming verdict that gubscancially increased this Fall. Not one 
gcrerchable ghoes are permanent factor of them anticipated any 
the shoe industry - Two, more cautious, On the all-important question of returns 
*, ; pressed the belief “that rhe furure of stretch- the results of the survey were particularly in- 
es able shoes might be affected by style crends- reresting: Thirty-four retailers reported re- 
stretchable shoes, invented and parenced® rurns aS normal. Two grated that rerurns Of 
by Alfred Vamos and made possible by stretchable ghoes Were less than the rigid 
“Lastex yarn, ge © stay, retail type: Two gaid that they were greater, put 
opinion, pecause they afford fit and comfort pot enough © cause any 
4 never obtained in rigid shoes: substantial Warch for furthet reruns on this survey 
a proof that retailers have faith in theit which will be continued yn othet cities. 
q pasents assigned to united States Rubber compa") , 
4 
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yarn shoe fabrics? 


REG. U.S. PAT. OFF. 


, we believe in the best. In the months of experimenting which preceded 
our invention of stretchable shoes*, we tried and tested every type of stretchable fabric 
on the market. 

Working with independent laboratories we found that by every test, fabrics made 
with “Lastex” yarn were superior in durability and uniform elasticity to the many 
imitations which appeared on the market following the sensational success of “Lastex” 
yarn ten years ago. 

We wanted the best because we are not content with being mere middlemen selling 
anything that seems to offer a profit and with no regard to, or knowledge of quality. 

We are proud to claim the title of expert shoemakers with many years of practical 
shoemaking experience behind us. 

We are proud of a national reputation as practical shoe stylists. 

We are proud of our industry and proud that we can serve it in more ways than by 
merely selling it merchandise. 

We sell merchandise, of course, but only such merchandise that we are sure, by 
scientific tests, will fully serve the purpose for which it is offered. 

But beyond that we offer service, original ideas in styles and designs and 
expert advice on every problem of shoemaking. 

We are offering you tested merchandise, tested service, tested shoe- 
making skill. We believe we are offering you a bargain. 


ALFRED VAMOS 


406-416 MARBRIDGE BUILDING NEW YORK CITY 
*Patents assigned to U. S. Rubber Company 
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Sources of Leathers 
used in pullovers 
shown pages 74-75. 


1. Fine white Tofbuk combined with 
tan in a smooth surface gives this 
smart spectator oxford unusual dis- 
tinction. From the Peerless Kid Co., 
Division of John R. Evans & Co. 

2. With the spectator shoe slated for 
big business again this coming season, 
a color-fast leather is important news. 
The tip and fox of this white suede 
oxford is in Washette Calf, guaranteed 
not to bleed, obtainable in Turftan and 
Airway Blue. From Ohio Leather Co. 

8. Red and white Maracain makes 
this striking resort shoe. A_ third 


color—blue—is added to the pinked 
sole trimming to give a patriotic note. 
From the New Castle Division of Allied 
Kid Co. 

4. White Lawroleather is combined 
with Airway Blue for this jaunty 
serviceable little shoe, designed for 
general daytime wear with casual 
clothes. From A. C. Lawrence Leather 
Co 


5. In fine white Agobuck, this softly 
tailored pump is a good all-occasion 
shoe. A red underlay gives character 
to the perforated trimming. From 
Agoos Leather Co. 


Sources of Leathers used in pullovers 
shown pages 


76-77. 


1. Smooth kidskin shows to unusual 
advantage in this very feminine sandal 
in Bluejacket with Patriot Red piping 
and underlay. From the New Castle 
Division of Allied Kid Co. 

2. The Conga Brown patent leather 
used for this attractive and youthful 
model is a good illustration of the 
trend to the brown-tan-cocoa-beige 
family for Spring, 1941. From Colonial 
Tanning Co. 

8. The adaptability of a kidskin with 
surface interest is seen in this high- 
heeled stepin of Capri Kid in the new 
Spring tan, accented with black patent 
leather. From Surpass Leather Co. 

4. With low-heeled walking and 
casual types looming bigger than ever 
for the coming season, Brogandi as- 


sumes even greater importance. Sup- 
ple, soft, yet tough enough for any use, 
it is ideal for such shoes as this smart 
little oxford shown here in Airway 
Blue with Red Port trimming. From 
the Camden Tanning Co., Division of 
John R. Evans & Co. 

5. This combination of supple, ele- 
gant Amazon Kid with suede suggests 
new possibilities for surface combina- 
tions in Spring style shoes. From 
Amalgamated Leather Companies, Inc. 

6. Bayou Alligator in a new Cocoa- 
nut shade designed to blend with 
Spring hats in cocoanut straws, and 
beige and other fabric colors—all part 
of the trend to tan, beige and cocoa in 
shoe leathers. From Ohio Leather Co. 
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Fashion Finds New Worlds 
[CONTINUED FROM PAGE 77] 

Card Association, working in coopera- 
tion with the Color Identification Com- 
mittee of the National Shoe Retailers’ 
Association, which is composed of rep- 
resentative manufacturers and retailers 
from all parts of the country, has again 
clarified the color situation by standard- 
izing the official colors for the new sea- 
son. In the few seasons in which it has 
been in existence it has become one of 
the leading factors in establishing shoe 
colors on a sound business basis. Its 
latest practical achievement has been 
the decision to swatch all colors—for 
both men’s and women’s shoes-~in 
leathers instead of fabrics, as hercto- 
fore on the T.C.C.A. official card. The 
entire trade is much gratified over this 
decision which makes it possible for 
manufacturers and retailers to get an 
absolutely accurate idea of the new 
leather colors. 

This committee presents 11 colors for 
Spring — five new and six repeated 
colors. Among the repeated colors, 
Conga Brown, Toffee Tan and Turftan 
are the representatives of the brown to 
tan family. Toffee Tan is selected for 
all-over shoes; Turftan for trim on 
white. Conga Brown is the continued 
dark brown shade. Colony Brown— 
lighter and warmer—is the new high 
style brown. Patio Beige—also new— 
is considered in combination with brown 
and as an all-over color for slack shoes, 
as an exact match to some of the new 
smart slack fabrics, and an attractive 
contrast or blend with others. 

In the same color family, several pro- 
motion colors are already on the market 
from individual tanners. These include 
a Cocoanut, a Tanbark—dyed to match 
khaki color gabardine—and Copper Ket- 
tle—a carry-over bronze, new this Fall 
and a new Sun Copper. 

The official blues are two repeated 
colors—Bluejacket and Airway. Strato- 
sphere—a very soft shade—is a new 
color on the market, planned for calf- 
skin shoes with areas of gabardine. A 
new Navy Green is also being offered. 
The T.C.C.A. repeats the bright Varsity 
Green of this Fall’s sport colors. A rich 


_ chartreuse green—known as Argentine 


Green—has been played up in hats this 
Fall, as a South American shade. Per- 
haps more will be done in green leathers 
as the season advances. 

In any event, you have a choice of 
beautiful tans, beiges and blues with 
which to start the season in a wide 
choice of leathers and a vital and inter- 
esting theme— American fashions for 
American women — around which to 
build your promotions. 


Traveler Opens Retail Store 

Cuicaco, Itt.—Jacob Papock, 
ber of the Chicago Shoe Travelers, and 
formerly representative of the Nu-Wa) 
Shoe Co., has gone into the retail busi- 
ness with a store at 3306 W. Madison 
Street. Robert De Foy, formerly with 
the Bond Shoe Co., has taken over the 
Nu-Way line. 
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FOR POPULAR PRICE FOOTWEAR 
An Aid to Your Styling 


GHOEF 

bat 


* Original genuine HO-BOE leather, soft—porous—light— 
very durable—conforms to shape of foot like a glove to the 
hand. Three spring colors. 


4 ** Give your sport, play and leisure shoes the extra selling 
Ji feature of EASY WASHABILITY by specifying the original 
= genuine KLEENETTE, the wonder leather that saves women 
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Merchant-Loveys 
» South Street, Boston, Mass. 


. W. Patton, 
3059 N. Prospect Av., Milwaukee, Wis. 


time and expense. Swatches on request. 


SONS CO. Tanners Since 1888 * CHICAGO 


Chas. E. Witk'ns Ce., 
1602 Locust Louls, Mo. 


Benkart and Samuelson, 
177 William St., New York, N. Y. 


America’s Defense Program 


[CONTINUED FROM PAGE 81] 


business to take account of the direct 
results as well as the indirect leverage 
exerted by vast expenditures in the 
heavy goods industries. For several 
years recovery in the United States 
has been stalemated by failure of cap- 
ital to flow into the heavier capital 
goods industries. Consumers’ goods 
have done well enough, but genuine re- 
covery has been missing because the 
machine, metals and construction in- 
dustries have chugged along with a 
few cylinders missing. That condi- 
tion may be corrected now, not so much 


because there is new confidence or a 
sudden flow of investment capital, but 
simply as a result of enormous defense 
appropriations. 

At the outset, the pyramiding scale 
of defense spending will be felt in 
those industries which have had little 
stimulus for a number of years. In- 
evitably, however, the results must per- 
colate out to other industries, even to 
the consumer goods trades not directly 
affected by government orders. Accel- 
eration in the heavy goods industries 
will require more raw materials, will 


WATIONAL IHCOME 
Billion Dollars 


NATIONAL INCOME AND 
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step up employment, make greater de- 
mands upon service and transportation 
and above all will expand consumer 
purchasing power. One question in 
this connection deserves to be empha- 
sized: Will the diversion of raw ma- 
terial, men and productive capacity 
away from peacetime needs limit the 
supply of consumers’ goods? That has 
been the experience of certain Euro- 
pean nations. It is not in the least 
likely to be paralleled by the experience 
of the United States. 

Even at a greatly increased rate of 
armaments expenditures, this country 
will be devoting a far smaller propor- 
tion of national income to defense than 
any of the European powers. Further- 
more, the productive capacity of the 
United States and its raw material re- 
sources are ample enough to meet the 
needs of preparedness without any gen- 
eral or serious limitation upon normal 
consumer demands. For the present, 
it is difficult to avoid the conclusion 
that consumers’ goods activity will be 
stimulated and not checked by a huge 
defense program. Eventually, the re- 
percussions of fiscal folly will have to 
be met, but for the present that is a 
subordinate consideration. 

Seen in logical perspective, the outlook 
for the shoe industry not only now but 
for the past several months has been 
and is favorable. Consumer demand 
for shoes is a sensitive barometer of 

[TURN TO PAGE 102, PLEASE] 
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